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ABSTRACT 
Homeopathy has gained popularity around the world with the increased awareness that 
it may be used to complement or as an alternative to many conventional therapies. Health 
shops and retail chains in South Africa offer a wide range of complementary medicines, 
including proprietary homeopathic remedies, which has increased the accessibility of this 
treatment modality to the public. When looking at trends in buying behaviour, it is often 
noted that a pattern occurs in accordance with consumer needs and preferences. 
Currently there is little information publicly available on the buying behaviour trends of 
consumers of proprietary homeopathic medicines in South Africa.  
The aim of this study was to explore trends in consumer buying behaviour of proprietary 
homeopathic medicines from a retail chain in Johannesburg by means of collecting 
quantitative data.  
This was a quantitative exploratory study design using purposive sampling. Data was 
collected from various branches of a selected retail chain health store located in 
Johannesburg, regarding trends in sales of proprietary homeopathic medicines, from July 
2018 - June 2019. The data was provided to the researcher from the regional manager, 
with permission granted, and a non-disclosure agreement was signed. The data was 
captured onto a data collection spreadsheet, which included the total annual and monthly 
sales, showing the number of units sold. This was then represented as a percentage of 
the total sold from each store located across Johannesburg. This information was further 
categorised by the researcher according to month, brand and health condition, to allow 
for trends and patterns to be detected. This data was visually displayed by means of 
tables and graphs, which represent the current trends in homeopathic medicine sales 
from these stores. 
The total annual sales of proprietary homeopathic remedies from all the branches of the 
selected retail chain in Johannesburg was 2480 units. The branch with the highest total 
was Village View, with 619 units sold over the one-year period. 
The month with the highest total overall sales across all branches was May 2019, with 
331 units sold. The brand with the largest total number of remedies sold was Boiron®, 
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with a total of 649 units being sold. Village View sold a total of 174 units of Pegasus 
remedies, which was the highest total per brand per branch. The product with the highest 
number of units sold was Oscillococcinum®, with a total of 385 units sold in the one-year 
period. 
 
EENT (Eyes, Ears, Nose, Throat) was the most common category for sales of remedies, 
with a total of 557 units. Village View sold a total of 154 units of EENT remedies, which 
was the highest total per category per branch. The season with the most number of units 
sold was autumn and the least was in summer. 
 
Previous studies have shown that trends in buying behaviours are affected by cultural, 
social, personal and psychological factors. These drive the needs or wants of the 
consumer and influence their purchasing choices. From this study, it is evident that 
geographic location, seasonal changes and the nature of the condition strongly influence 
the sales of proprietary homeopathic remedies. Remedies indicated for the treatment of 
chronic conditions affecting circulation, digestion, the skin, the musculoskeletal system, 
the urinary tract, as well as ailments affecting mothers and babies, saw fairly steady sales 
throughout the year. Whereas, conditions affected by the season, such as those affecting 
the EENT, the respiratory system and allergies, saw a more dramatic rise and fall in sales 
according to the month of the year. It is also evident that certain brands have significantly 
higher sales numbers in comparison to others where brand loyalty, satisfaction, marketing 
and recommendations may all play a role. Location of the stores as well as staff 
knowledge and promotion of products may influence the sales numbers, although further 
investigation into these factors is needed. 
 
It is evident that these results cannot be transferable or generalizable for health stores 
across Johannesburg, as they pertain to only one retail health store chain. Further 
research is required to investigate consumer buying behaviour of proprietary 
homeopathic medicines in other health stores and pharmacies in South Africa, in order to 
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CHAPTER 1  
INTRODUCTION 
 
1.1 Problem Statement 
Homeopathy is a complementary medicine modality that has gained popularity around 
the world as it offers an alternative and / or complementary treatment option to 
conventional medicine (Reid et al., 2016). According to the Homeopathic Research 
Institute (HRI), over 200 million people worldwide make use of homeopathy on a regular 
basis (HRI, 2017). Proprietary homeopathic remedies are widely available on the South 
African market, being sold in health shops and retail chains, which has increased the 
accessibility of this treatment modality to the public. Consumer buying behaviour is 
defined as the sum total of consumer’s attitudes, preferences, intentions and decisions 
regarding the consumers’ behaviour in the marketplace when purchasing products or 
services (Lawan and Zanna, 2013). Trends in buying behaviour often exhibit a pattern 
which occurs in accordance with consumer needs and preferences (Łatuszyńska et al., 
2012). Currently there is little information publicly available on buying behaviour trends of 
homeopathic medicines in South Africa.  
  
1.2 Aim of the Study 
This study aimed to explore trends in consumer buying behaviour of proprietary 
homeopathic medicines from a retail chain in Johannesburg by means of collecting 
quantitative data.  
 
1.2.1 Objectives 
The study looked at the trends in sales of proprietary homeopathic medicines over a one-
year period, to identify the impact of seasonal factors and geographical location on buying 
behaviour, as well as identify types of conditions being treated. The information gathered 
in this study allows homeopathic practitioners to gain a better understanding of the needs 
of the population and what their main health concerns are. 
 
1.2.2 Outcomes 
This study aimed to look at current trends in the buying behaviour of consumers of 
proprietary homeopathic medicines. This allows for a better understanding of what the 
public uses proprietary homeopathic medications for and what their main health concerns 
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are. As there is minimal existing information on this subject, this exploratory study lays 
the foundation for further research to be conducted. 
 
1.3 Importance of the Study 
This research provides insight into the buying behaviour of consumers of proprietary 
homeopathic medications. It further correlates the impact of the geographical location and 
the seasons on sale trends and identifies popular brands and products. This information 
could benefit health stores, pharmacies and manufacturers of homeopathic medicines as 
it provides valuable information on the preferences and needs of consumers. This is 
important in order to manage stock levels and establish marketing needs. It is also helpful 
to homeopaths as it shows the types of conditions people are more likely to seek out 
homeopathic treatment for. This helps them to gain a better understanding of the health 
needs of the public. It also helps researchers identify niche areas for research and 
development of new types of homeopathic products, and emphasises the need for further 
studies to be done on the efficacy and safety of these proprietary products. As there is 
minimal existing information on this subject, this study will lay a foundation for further 








2.1 Homeopathy  
Homeopathy is a complementary medicine (CM) modality based on the fundamental 
principle of ‘like cures like’. The word ‘homeopathy’ is made up of the Greek words 
‘homoios’, meaning similar and ‘pathos’ meaning disease (Vithoulkas, 2016). The term 
complementary medicine (CM) is defined by the World Health Organization (WHO) as “a 
broad set of health care practices that are not part of that country’s own tradition and are 
not integrated into the dominant health care system” (WHO, 2019). 
 
Homeopathy uses both minute and crude doses of substances to stimulate the body’s 
innate ability to heal itself. The fundamental basis of homeopathy is that the cure for a 
particular disease is obtained through the use of a substance that, when administered to 
a healthy individual, will then produce the same/similar symptoms as the disease it is 
being used to treat (Vithoulkas, 2016). This encompasses the process of “proving” 
homeopathic remedies, in which the remedies are administered to healthy individuals and 
the symptoms experienced thereafter are recorded. These symptoms which have been 
repeatedly ascertained will then become the basis for that remedy selection as a curative 
modality when these symptoms are experienced in a sick individual (De Schepper, 2008).  
 
Homeopathy differs from many conventional therapies in the individualised approach in 
the case taking aspect of the consultation where substantial information about the 
presenting symptoms is obtained from the patient and is then used to form the whole 
picture for the case. Physical, mental and emotional symptoms all need to be taken into 
account for the holistic treatment of the patient (Bell and Koithan, 2012; Csupor et al., 
2013; Nelson et al., 2019; Relton et al., 2017). Symptoms cannot be viewed in isolation 
as the same disease may manifest in an entirely different way in each individual and 
therefore the treatment needs to be tailored to the patient. To find the single specific 
remedy for the patient, the more peculiar, strange, or rare symptoms are of higher 
importance in the remedy selection. The remedy should match the so-called 




2.1.1 Principles of homeopathy  
The principles of homeopathy form the basis of its practice and guide the remedy 
prescription.  
 
2.1.1.1 The Law of Similars 
The most fundamental law of homeopathy, from which it derives its name, is the Law of 
Similars, meaning “let likes be cured by likes”. This embodies the idea that when the 
symptom picture produced by a remedy in a healthy person is closely matched to the 
same characteristic symptom picture of a patient, cure is initiated (Ernst, 2016). 
  
2.1.1.2 The single remedy  
This encompasses the ideal that one remedy will best match the totality of the patient’s 
symptom picture, known in homeopathy as the similimum remedy. Once the symptoms 
change, a new remedy will be given according to the new morbid state or to the new 
collection of symptoms. The theory behind this method of prescribing is to allow 
monitoring of the progress made as what was used is easily traceable. If more than one 
remedy is used together, it becomes more difficult to discern which remedy has brought 
about the action. Also, complexes (combinations of remedies) have not been proven, only 
each remedy separately, so their prescription is contrary to the fundamental idea of 
homeopathy (De Schepper, 2008).  
 
2.1.1.3 The single dose 
The single remedy (or similimum) stimulates the body into action, allowing itself to bring 
about cure through obtaining homeostasis. Additional doses of the remedy will only be 
administered after the effects have been monitored (Ernst, 2016). 
 
2.1.1.4 The minimum dose 
The law of the minimum dose states that the lower the concentration of a homeopathic 
remedy, the more powerful is its action. The goal of treatment is to cure the patient without 
causing any harm. Homeopaths employ the method of potentisation in the production of 
their remedies that is serial dilution and succussion, in order to enhance the curative 




2.1.1.5 The law of cure 
This principle can be attributed to Constantine Hering (1800-1880), who observed the 
natural mechanism which occurs as the disease evolves to cure, whether spontaneously 
or with medicinal intervention. Hering’s law of cure states that cure is brought about when: 
 Symptoms are relieved from above downwards; 
 Symptoms are releived from within outwards (centrifugal); 
 The most important or vital organs are relieved first, then less important ones, and 
lastly the mucous membranes and the skin; and 
 The most recent symptoms begin disappearing, and old symptoms reappear (De 
Schepper, 2008). 
 
2.1.2 Classical and clinical homeopathy  
Homeopathic practitioners practice either classical or clinical homeopathy, or sometimes 
a combination of the two. Classical homeopathy strictly follows and adheres to the ideals 
and principles of homeopathy, laid out above, which were formulated by Dr Samuel 
Hahnemann, a German physician and the founding father of homeopathy. Each patient 
is treated according to the unique and characteristic presentation of signs and symptoms 
and the similimum remedy is prescribed.  
 
Clinical homeopathy is a non-individualised treatment which focuses mainly on a 
diagnosis and the presence of guiding symptoms typical to a disease. While classical 
homeopathy focuses on a single remedy for treatment, clinical homeopathy may use a 
single remedy or a combination of remedies (also referred to as a homeopathic complex) 
that is chosen based on its indications to treat specific symptoms (Ernst, 2016).  
 
The majority of proprietary homeopathic remedies that are sold from health shops and 
pharmacies are based on clinical homeopathy which is symptom driven rather than 
individualised. 
 
2.2 Prevalence of use of homeopathy 
Homeopathy has gained popularity around the world, with the Homeopathic Research 
Institute (HRI) reporting that around 200 million people use homeopathy on a regular 
basis (HRI, 2017). Homeopathy is seen as the second largest medicine system in the 
world according to the World Health Organisation (WHO), with an annual growth of 20-
25% (Relton, 2017). In South Africa, the Natural Health Product sector stood at R8.5 
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billion per annum in 2014 (Rees, 2015), however there are no statistics regarding the 
current expenditure on homeopathy or on proprietary non-prescription homeopathic 
products specifically.  
 
In some countries, homeopathy is provided, subsidized and/or endorsed by their 
government, and its use may also be integrated into the public healthcare system. These 
countries include: the UK, France, Italy, Germany, Switzerland, India, Pakistan, Brazil, 
and Mexico. According to the HRI, India has the highest usage rate of homeopathy 
worldwide with 100 million individuals utilising it for their healthcare; furthermore, it is 
estimated that there are over 200 000 homeopathic practitioners in this country. In 
Europe, it is estimated that around 29% of the population make use of homeopathy (HRI, 
2017). In France 43.5% of medical practitioners reportedly prescribe homeopathic 
remedies alongside allopathic medications to patients (Relton et al., 2017). Homeopathy 
is also popular in the UK, with around 10% of the population making use of homeopathic 
remedies (HRI, 2017). A study done in Manchester in 2002 estimated that over-the-
counter (OTC) homeopathy was the second most popular form of CM used by the adult 
English population at that time (Reid, 2002).  
 
Prevalence of use studies in the South African environment are limited. Homeopathy is 
not subsidised by the South African government nor is it part of the public healthcare 
system. Homeopathic practitioners operate in private practice and while some medical 
aid schemes cover a portion of homeopathic treatment costs, the majority of it is paid for 
by the patient themselves. Homeopathic remedies can be obtained through consultation 
with a registered homeopathic practitioner who, with a valid compounding and dispensing 
license, is allowed to dispense remedies. Remedies are also available to the public where 
they are sold as proprietary medicines in various retail outlets, such as health shops and 
at selected pharmacies (Da Silva-Esclana, 2012).  
 
2.2.1 Reasons for use of homeopathic medicines 
Conventional medicine, also known as Western or allopathic medicine, aims to identify 
disease conditions and treats in a manner to eliminate their symptoms. Medicines are 
used to act against the disease in order for the body to return to health. CM modalities 
however adopt a more holistic approach, and are usually used in conjunction with 
conventional medicine treatment approaches as add-on therapies, rather than as a 
replacement for conventional care. However, more people are becoming aware of 
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homeopathy and its various health benefits, as they seek a more “natural” treatment for 
their ailments (Dossett, 2016).  
 
A number of studies have been conducted regarding the popularity and reasons for use 
of CM and homeopathy in particular. Studies have shown that many individuals opt for 
CMs as they have become dissatisfied with conventional medicine, often using it to 
reduce or combat therapy-related side effects (Da Silva-Esclana, 2012; Gottschling et al., 
2013; Italia et al., 2014; Menut et al., 2019; Quattropani et al., 2003). Many people are 
turning away from the conventional process of visiting a doctor for a diagnosis and 
prescription of medications as there are often costs incurred with consults and trips to the 
doctor (Yamashita et al., 2013), and are rather choosing to self-care for both themselves 
and their families (Da Silva-Esclana, 2012). Proprietary medicines have become a 
popular alternative for conditions that are not serious enough to warrant a medical 
practitioner. Unlike conventional OTC drugs and herbal medicines, proprietary 
homeopathic medicines are considered safe to use with little to no side-effects and are 
not reported to cause drug interactions. This makes them an ideal option for children, 
pregnant women, the elderly and individuals on numerous medications (Bell and Boyer, 
2013). According to Gottschling et al., 2013, other common reasons for their use include 
to strengthen the immune system and for disease prevention. 
 
Proprietary homeopathic medicines are usually explored due to word-of-mouth 
recommendations from friends and relatives, and from sales staff in retail outlets. Larger 
companies are able to spend more money on marketing than smaller ones, and this 
allows for advertising through media sources to entice the interest of the public . The 
availability of proprietary homeopathic medicines in pharmacies and health stores is of 
benefit to homeopathic practitioners as well, as it enhances the public’s knowledge about 
homeopathy and this may lead to subsequent consultations (Goh et al., 2009; Peprah et 
al., 2019). 
 
2.3 Homeopathic preparations 
Homeopathic remedies are prepared from source materials found in plants, animals and 
minerals. Crude substances are initially prepared as mother tinctures. In homeopathy, 
mother tinctures are liquid preparations that are made by macerating a raw material, or a 
portion of it in alcohol and water. This forms the basis for subsequent potencies. The 
method of preparation of these mother tinctures are performed according to standardised 
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methods laid out in homeopathic pharmacopoeias (Apotheker Verlag, 2003). The 
remedies then undergo dynamisation or potentisation, which is a two-step process. The 
first step includes serial dilution of the source substance which again, are prepared 
according to the relevant pharmacopeial instructions, in a water-ethanol solvent. The 
second step is succussion- intense shaking or pounding of the chosen remedy enclosed 
in a container- which is done after each dilution (Sharma, 2011).  
 
Dynamization brings about the curative properties of the substances by reducing its 
pathological effects. This theory is supported by the Arndt-Shultz law which states that a 
substance in a large dose kills, in a moderate dose inhibits, and in a small dose stimulates 
(Bell and Koithan, 2012). 
 
2.3.1 Homeopathic dilution 
This is the mechanical process of homeopathic preparation of substances soluble in liquid 
vehicles. The process requires a starting substance, otherwise known as a mother 
tincture, which is in a liquid form. Table 2.1 shows a representation of how the remedies 
are typically made according to one of two potentisation scales: (i) the centesimal scale 
(C or cH) and (ii) the decimal scale (D or X). The centesimal scale is a ratio of 1 part 
remedy component to 99 parts of the vehicle used; the recommended vehicle is alcohol 
in a concentration of 43% or above. It is then usually succussed 100 times, which will 
yield a C1 potency. The decimal scale has a ratio of 1 to 9 parts and is succussed 10 
times, yielding a D1 potency (Banerjee, 2006). Figure 2.1 shows a visual representation 
of the dilution process, starting from the tincture.  
 
Table 2.1 Potentisation scales 
Scale  Decimal (D/X) Centesimal (C/cH) 
Dilution  1 in 9 parts  1 in 99 parts 
















Figure 2.1 The homeopathic dilution process. An illustration showing the dilution 
process where one part of the previous potency will then be used to make the subsequent 
potency, prepared in the same manner. This process will be repeated until the desired 
potency is reached. The final dilution is called the stock remedy which is used to medicate 
the chosen vehicle (Bell and Koithan, 2012). 
 
2.3.2 Trituration  
The homeopathic preparation of substances which are insoluble in liquid vehicles 
undergo a process of trituration. Certain minerals and inorganic substances are insoluble 
in liquids and therefore require trituration to make them soluble in a liquid vehicle.  These 
substances are ground together with suitable solid vehicles, commonly milk sugar 
(lactose). The crude substances are triturated to certain attenuations to make them 
soluble in alcohol (Bell and Koithan, 2012). Trituration can also be used for soluble 
starting materials, for example, Natrium muriaticum. 
 
The trituration process occurs in three stages. For a remedy prepared according to the 
decimal scale, nine parts lactose is divided into three equal parts and each added to one 
part crude substance. Using a mortar and pestle, the mixture is steadily and thoroughly 
ground for six minutes in a uniform circular movement. The motion is circular going from 
the centre, spiralling outwards and moving back towards the centre. Next, the particles 
which have adhered to the inner walls of the mortar and pestle are scraped off for three 
minutes. The whole triturated mass is then mixed or stirred for one minute. Thus, the 
trituration time needed is 10 minutes. This same process is repeated, therefore making 




The second stage requires three parts by weight of milk sugar to be added to the above 
mixture. The same process of 20-minute trituration is then completed. Stage three is a 
repeat of stage two. Therefore, the whole process of trituration to yield a D1 potency is 








Figure 2.2 Trituration process. The infographic shows the process in which all insoluble 
and selected soluble substances, compound for homeopathic use, are diluted with an 
inert compound such as lactose (Banerjee, 2006). 
  
2.4 Remedy dosage form / vehicle  
In homeopathy, the term “vehicle” or “medium” refers to a substance in which medicines 
are purified, prepared or mixed, preserved and administered. These substances are 
therapeutically inert and will develop the curative activity of the medicinal substance 
added to them (Banerjee, 2006).  
 
2.4.1 Solid vehicles 
Solid vehicles are commonly used for preparations of substances which are insoluble in 
liquid vehicles and are prepared using the trituration process, mentioned in section 2.3.2. 
They are also used for preparations of mother powders as well as potentised medicines 
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which includes pillules, granules and tablets. They can be used as a “placebo” or “filler” 
as part of the prescription of remedies or as dispensing mediums (Banerjee, 2006).  
 
In homeopathic pharmacy, solid vehicles include (Banerjee, 2006): 
 Sugar of milk (lactose) – powders, granules and tablets; 
 Cane sugar (sucrose) - globules/ pillules; 
 Grape sugar (glucose, dextrose); 
 Cones; and 
 Pellets. 
 
Lactose is the most widely used solid vehicle in homeopathic pharmacy as it has close to 
no medicinal action and preservative properties. Due to its crystalline structure, it is 
capable of being ground to a very fine powder and the particles are insoluble in purified 
water and alcohol. This is vitally important for trituration. Once the trituration has achieved 
a 3X potency or 1/103 it can then be dispersed into an alcohol water diluent (Banerjee, 
2006). 
 
2.4.2 Liquid vehicles 
Liquid vehicles are used for substances which are soluble in liquids. Solid triturations are 
converted into liquid potencies during remedy preparations. In homeopathic pharmacy, 
liquid vehicles include (Banerjee, 2006): 
 Distilled water; 
 Saline; 
 Alcohol; 
 Solvent ether; 
 Glycerine; 
 Simple syrup; and 
 Oils (fixed and volatile oils). 
 
Alcohol is the most commonly used liquid vehicle in homeopathic pharmacy due to its 
preservative nature and the fact that it is inert with no medicinal properties. Alcohol 
vehicles include: absolute alcohol (99% -100% alcohol), strong alcohol (95% alcohol), 
dispensing alcohol (20% alcohol), and rectified spirits (90% alcohol). Homeopathic stock 
potencies are available in different alcohol percentages ranging from 20%, 90% or 96% 
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alcohol and can be in centesimal (C/cH) or decimal (D/X) potencies. When dispensing 
the remedies to a patient, the existing stock potency will be potentised to the desired 
dispensing potency and alcohol percentage. If alcohol is the chosen dispensing vehicle, 
remedies are most often dispensed in 20% alcohol as the taste is manageable and the 
percentage is not high enough to cause intoxication (Banerjee, 2006). 
 
Aqua distillate, otherwise known as distilled water, is another liquid vehicle commonly 
used due to its physiologically inert nature. Distilled water is very important in the 
dispensing of remedies and is often used for children, for patients with religious 
limitations, and in alcoholics or those with a history of alcoholism (Banerjee, 2006).  
 
Liquid homeopathic substances may also be prepared as injectable ampoules, which are 
sterile preparations intended for parenteral administration, and therefore act as an 
alternative route of administration. Injections are useful in instances when rapid results 
are needed, in emergencies when oral medications cannot be given and when localised 
action is required. Homeopathic injections can be administered (Craven and Hirnle, 
2007): 
 Intramuscularly- within the muscle; 
 Subcutaneously- into the tissue below the dermis; 
 Intradermally- into the dermis; and 
 By means of biopuncture or mesopuncture - into specific body zones or 
acupuncture points. 
 
Injectible homeopathic preparations are classified as Schedule 3 in South Africa and are 
therefore not available for purchase OTC or off-the-shelf as a prescription is needed. Only 
registered homeopathic practitioners may purchase and administer these preparations 
(SAHPRA, 2019b).  
 
2.4.3 Semi-solid vehicles 
In homeopathic pharmacy, semi-solid vehicles include (Banerjee, 2006): 
 Soft paraffin/ petroleum jelly; 
 Creams; 
 Waxes (bees wax, spermaceti [waxy substance obtained from a sperm whale] and 




 Prepared lard (purified internal fat of the abdomen of a hog); 
 Isinglass (collagen derived from the air-bladder of fish); and 
 Starch (maize, Indian corn, potato, wheat). 
 
Semi-solid vehicles are most commonly used for topical applications of homeopathic 
remedies which have been potentised and dispensed from stock remedies into the semi-
solid medium. The favoured semi-solid form is vaseline as it is colourless and odourless 
(Banerjee, 2006).  
 
2.5 Homeopathic remedies 
Homeopathic practitioners may prescribe remedies individually (a simplex) or in 
combination with each other (a complex) based on their prescribing preferences. This 
may be influenced by the prescribing style they choose to follow, namely classical or 
clinical homeopathy, previously discussed in section 2.2. Simplex remedies are given as 
a single remedy on their own, which covers the totality of the patient’s characteristic 
physical, mental and emotional symptoms. Single remedies are typically only available 
from a homeopath and not easily available in retail outlets, whereas proprietary remedies 
are usually complex remedies.  
 
2.5.1 Proprietary homeopathic remedies  
Homeopathic complexes are a combination of several different remedies in one vehicle 
and are selected in accordance with the typical symptoms produced by the disease 
condition rather than the individualised presentation of an illness (Cupara et al., 2016).  
 
Proprietary homeopathic medications are available in health shops and pharmacies in 
South Africa. These medications are available to the public without requiring a 
prescription (HSASA, 2020). According to the South African Health Products Regulatory 
Authority (SAHPRA), the sale and supply of medicines in South Africa is governed by 
section 22A of the Medicines and Related Substances Act, 1965 (Act 101 of 1965). 
Access to medicines and substances are controlled and regulated by the process of 
scheduling. The primary consideration when scheduling medicines is the safety of it in 
relation to its intended use. Some may be listed in more than one scheduling list and 
schedule based on dosage form, route of administration, strength, indication, dose, 




Proprietary homeopathic remedies fall under the Schedule 0 rating as they are for “open 
sale” where they can be purchased “off the shelf”; they do not need to be acquired from 
a pharmacist OTC (Schedule 1 or 2) nor is there a need for a prescription (Schedule 3-6) 
(SAHPRA, 2019b). Proprietary homeopathic medicines are usually named or labelled 
according to the disease condition they are indicated for, making it easy for people to 
select the remedies that they need. People also rely on advice from the pharmacist or 
health shop assistant, or may also select them based on recommendations from family 
and friends or through information received from advertisements. 
 
Homeopathic complexes are frequently used in many countries worldwide; almost 90% 
of health food outlets in the USA stock them and in Europe there are over several hundred 
homeopathic complexes on the market (Csupor et al., 2013). In South Africa, there are 
several brands available who formulate their own range of complexes for a variety of 
conditions, commonly pertaining to categories such as circulation/cardiovascular, 
respiratory tract, urinary tract, musculoskeletal, neurological, digestion, skin, female, 
mom and baby.  
 
Proprietary medications are a convenient method of self-treatment although when not 
used according to homeopathic principles, they have some limitations due to the fact that 
these complexes have never undergone provings (the determination of the curative 
power of the homeopathic product). Complex remedies are not administered according 
to the Law of Similars and the individualisation of the treatment is forfeited, which has an 
impact on treatment efficacy. There is also usually very limited or no clinical research 
evaluating the safety and efficacy of the majority of these products (Csupor et al., 2013). 
 
The one main advantage of proprietary remedies is that the combination of remedies are 
able to cover a range of different symptoms and disease conditions as well as different 
manifestations of the same disease in different people (Welder et al., 2012). Also, it is 
easier for consumers to select a product for the self-treatment of their condition as 
opposed to finding the single remedy they require, which usually requires a consultation 
with a homeopath. Different potencies can also be included in the complex which may 




2.6 Homeopathic practitioners in South Africa 
Once qualified as a homeopathic practitioner, registration with the AHPCSA is required 
in order to practice in South Africa. According to their scope of practice, a homoeopathic 
practitioner may provide a diagnosis and treat/ prevent physical and mental disease, 
illness or deficiencies in humans. They are permitted to prescribe or dispense medicine 
within their scope of practice, provided they have a valid dispensing licence (AHPCSA, 
2001) 
 
2.7 Importance of pharmacies and health stores 
Self-medication is an essential part of health care and an important initial response to 
illness, where it can be managed and potentially eliminated at this stage. In South Africa, 
there has been great progress in incorporating traditional and CM as alternative and / or 
complementary choices for self-medication. In recent years, there has been an increase 
in the number of CMs and health supplements in the South African market (Gqaleni et 
al., 2007). According to SAHPRA, a “health supplement” is any substance, extract or 
mixture of substances that—  
a) may—i) supplement the diet; ii) have a nutritional physiological effect, or iii) include 
pre- and probiotics when used to change the microbial balance in the human or animal 
intestines, and  
b) are sold in pharmaceutical dosage forms not usually associated with a foodstuff and 
excludes injectables.  
 
Health supplements (S0) includes: probiotics & prebiotics, vitamins, minerals, amino 
acids, animal extracts, products and derivatives, fats, oils and fatty acids, carotenoids, 
bioflavonoids, aminosaccharides, saccharides, and enzymes. Substances that are 
excluded from being regarded as a health supplement include:  
 injectable substances;  
 substances scheduled 1 or higher (SAHPRA, 2020). 
 
CMs are defined as “any substance or mixture of substances that- 
(a) originates from plants, fungi, algae, seaweeds, lichens, minerals, animals or other 
substance as determined by Council, and 
(b) is used or purporting to be suitable for use or manufactured or sold for use – 
(i) in maintaining, complementing, or assisting the innate healing power or physical or 
mental state, or (ii) to diagnose, treat, mitigate, modify, alleviate or prevent disease or 
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illness or the symptoms or signs thereof or abnormal physical or mental state, of a human 
being or animal, and 
(c) is used- 
(i) as a health supplement, or (ii) in accordance with those disciplines as determined by 
Council, or 
(d) is declared by the Minister, on recommendation by the Council, by notice in the 
Gazette to be a complementary medicine (SAHPRA, 2020). 
 
Pharmacies and health stores have made a major contribution in facilitating public access 
to these alternative health supplements as they stock a variety of different proprietary 
homeopathic medicines, herbal medicines, traditional medicines, and health 
supplements. Typical community pharmacies also keep many non-health products such 
as toiletries, cosmetics and health foods (Gray et al., 2016). In rural and geographically 
constrained areas, pharmacies have become a first point of call for healthcare (Malangu, 
2014).  
 
2.7.1 Research on pharmacies and health stores   
Research on health stores in South Africa is limited, however there have been a number 
of studies conducted on the role of pharmacies in healthcare. A study was done which 
showed that caretakers of children rely heavily on pharmacies for advice about childcare 
as well as provision of medicines to treat common illnesses. A review of literature looking 
at the role of drug sellers in child health in Africa reported 15-82% of caretakers used 
retail outlets as a means of treatment.  
 
In Togo, 83% of children under the age of 5 years are treated at home using medicines 
obtained from pharmacies. In Uganda, 40-70% of paediatric fevers are reportedly 
managed at pharmacies (Mayora et al., 2018). Pharmacies are more commonly accessed 
by the lower-income spectrum of the Tanzanian population, showing that 10.5% sought 
primary healthcare from pharmacies, as opposed to 2.8% of the high-income spectrum 
(Rutta et al., 2015).  
 
2.7.2 Reasons for use or pharmacies 
In Africa, the rise in popularity of pharmacies can be attributed to limitations in access to 
public health services, which include far distances to travel and a low-income. Other 
limitations in public healthcare include a lack of quality public health facilities 
17 
 
characterised by insufficient staffing of health workers, low drug stock, and poor service 
delivery (Mayora et al., 2018). In comparison, retail pharmacies offer greater accessibility 
through having convenient operating hours, offering credit facilities, and in some cases a 
lower cost of service (Kitutu et al., 2017). 
 
2.7.3 Pharmacists in South Africa 
Pharmacists in South Africa are required to complete a four-year undergraduate degree, 
one-year internship and one-year of community service in the public sector. They then 
register with the national regulatory body, the South African Pharmacy Council. In South 
Africa, medical doctors and dentists are permitted to make prescriptions. With regards to 
this, steps have been put into place to allow for prescribing privileges to be extended to 
pharmacists (Malangu, 2014). Pharmacists are primary consultants to consumers and 
should have adequate knowledge on the use of both allopathic and homeopathic 
remedies, especially when they are stocked in the pharmacies (Gray et al., 2016).  
 
2.7.4 Pharmacies in South Africa 
In rural areas, one of the downfalls of pharmacies is that many of the store attendants 
lack adequate knowledge to properly identify illnesses and offer appropriate treatment. 
Often in order to gain accreditation, pharmacies will present qualified personnel to the 
appropriate authorities and then recruit unqualified ones as employees in-store. In 
addition to this, stocking and dispensing standards are drastically decreased due to the 
use of counterfeit or expired medications and inadequate storage of medicine (Awor et 
al., 2012). 
 
Despite the reported concerns, pharmacies have the potential to increase coverage of 
health care services to the public, and by finding solutions to the existing challenges, they 
have the ability to mitigate the load off a system of health care which is unable to meet 
demands in delivering comprehensive health services. This also provides an opportunity 
for education about homeopathy and for suppliers of proprietary homeopathic remedies 
to fill this gap in the market and provide many more people with the chance to utilise 
homeopathy (Ndao-Brumblay and Green, 2010). According to Mayora et al. (2018), the 
focus should be on the structure and operational characteristics of retail drug stores as a 




2.8 Retail chain health store 
Health stores or health shops primarily sell a variety of health foods, health supplements 
and CMs. They typically do not stock pharmaceutical medicines Gray et al., 2016). There 
are a number of health stores in South Africa and this represents a rapidly growing 
industry. The selected health store for this study is a health and wellness retailer which 
also has an online shop. It is a specialist food store and has a comprehensive range of 
supplements and natural remedies available. The store also provides a wide range of 
services including wellness assessments and a natural medicine dispensary. The brands 
of proprietary homeopathic remedies sold include: A. Vogel; Boiron®; Colic Calm; Heel®; 
Homeoforce; Ivodent; Natura®; Pegasus; Similasan®; and Vitaforce.  
 
This study will focus on the Johannesburg area where several branches of the selected 
retail chain of health shops are located. The Johannesburg branches are: 
 Benmore Centre located in Benmore Gardens, Sandton; 
 Clearwater Mall located in Strubens Valley, Roodepoort; 
 Morningside Shopping Centre located in Morningside, Sandton;  
 Parktown Quarter located in Parktown, Randburg; 
 Thrupps Illovo Centre located in Illovo, Sandton; and  
 Village View located in Bedfordview, Germiston. 
 
According to two separate studies done in Johannesburg, the demographics of a typical 
health store customer are: white females, aged between 21-45 years, with education at 
a tertiary level. It was found that customers spend around R200 per month on CMs and 
the majority of them have previously consulted with a CM practitioner (Ireland-Coetser, 
2017; Woest, 2018). 
 
2.9 Consumer buying behaviour 
Consumer buying behaviour is the sum total of a consumer’s attitudes, preferences, 
intentions and decisions regarding their behaviour in the marketplace when purchasing 
products or services. Consumer behaviour is influenced by many factors which ultimately 
lead to the decisions of shopping habits, the brands bought and the retailers visited. A 
purchase decision is then the result of each of those factors (Lawan and Zanna, 2013). 
These factors are uncontrollable yet can be influenced and are largely important to 
marketers in the understanding of their target market, allowing them to develop more 
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effective marketing strategies which are in-line with what the market is seeking (Mohanraj 
and Amutha, 2015). 
 
Consumers satisfy their wants and needs through behaviours which involves the 
selection, purchase and consumption of goods and services. Different processes are 
involved in these behaviours. The consumer will first have a want or a need, and then 
selects the commodity which will provide greatest satisfaction. Available income also 
plays a role, where the consumer must determine if they can afford the goods or services 
as well as how much they can spend. Lastly, the consumer then analyses current prices 
and makes the final decision (Lawan and Zanna, 2013).  
 
2.10 Factors that affect buying behaviour  
The major factors that influence an individual’s buying behaviour include cultural, social, 
personal and psychological factors, all of which contribute to the consumer developing 
product and brand preferences (Łatuszyńska et al., 2012). 
 
2.10.1 Cultural factors 
Culture has a large impact on the needs, wants and behaviours of an individual. The 
degree of influence of culture differs from country to country as well as in different 
religious groups. Individuals will be influenced by family, friends, the cultural environment 
they are surrounded by, as well as society. This then has an impact on the formulation of 
values, preferences and common behaviours, which may or may not be acceptable to 
certain cultures. Cultural trends start to play a role in buying behaviours, which places 
social pressure on the population and demands compliance and conformity (Shah Alam 
et al., 2011). 
 
It is vitally important for brands to take into account cultural differences and values in 
order to adapt their marketing strategies to accommodate as many individuals as 
possible, dependant on the target market (Shah Alam et al., 2011). 
 
2.10.2 Social factors  
There are various social factors that have been shown to influence an individual’s 
decision to purchase specific products. Society plays a significant role in influencing 
individuals to believe they may need something or convince them to want it. Social factors 
primarily include family, from whom individuals develop their attitudes and opinions on 
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various subjects, as well as the environment of socialisation, which would include friends, 
peers, work colleagues and other people they interact with or are influenced by. 
(Łatuszyńska et al., 2012).  
 
Social roles can be defined as a set of attitudes and activities an individual should have 
and do according to one’s position in the workplace, in family and in social groups. Each 
role needs to be considered when evaluating who the target market would be which would 
directly affect buying behaviour (Łatuszyńska et al., 2012). 
 
2.10.3 Personal factors 
Personal factors encompass the consumer’s gender, age, occupation, lifestyle, 
personality and self-concept. Consumer wants and needs will differ greatly across all 
these variables. Many of these factors such as environment, activities, hobbies and 
habits, will change throughout an individual’s life which will then also directly impact 
buying behaviour (Łatuszyńska et al., 2012). Product demand is influenced by the interest 
and exposure a product generates, which is largely influenced by tastes and preferences 
of consumers. Demand is dependent on advertising, current trends and public knowledge 
(Heim, 2009). 
 
A higher income allows for greater spending power, which proportionately increases the 
demand for product purchases, thus allowing for synchronicity between income and 
demand (Heim, 2009). 
 
2.10.4 Psychological factors 
When looking at psychological factors it is important to consider the mind-set of the 
consumer, looking specifically at motivation, perception, learning, beliefs and attitudes. 
Motivation is what will drive the consumer to develop a buying behaviour (Maslow, 1943; 
Taormina and Gao, 2013). This is the expression of a need and the level of motivation to 
satisfy that need. Individuals have shared and differing needs that are physiological, 
biological and social. Some of these needs are more dire than others and therefore will 
have a higher level of motivation to satisfy (Vainikka, 2015). 
 
Perception is the organization, identification and interpretation of received information in 
order to make a decision (Spence et al., 2019). It directly influences how an individual will 
act. Perception starts with attention. Individuals focus on information that will have a direct 
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or indirect effect, especially with regards to fulfilling needs. Interpretation of this 
information will differ from person to person however, this can be influenced in order for 
the same message to be communicated and perceived (Vainikka, 2015).  
 
Learning occurs through action. Consumers learn through positive and negative 
experiences with products and services, which then goes on to determine whether or not 
they will repeat the purchase, as well as if they will recommend it to others. These 
experiences directly impacts the consumer’s beliefs and attitudes about products and 
brands (Vainikka, 2015). 
 
2.10 Related research 
There is limited research that has been done investigating the use of proprietary 
homeopathic medicines. In South Africa, a survey was performed to determine the use 
and perceptions of CMs by users with atopic conditions. The study focused on CM users 
who visited a health shop in Pretoria East. The results showed that the majority of the 
participants were female, and aged between 21-30 years. Most were employed and had 
attained a tertiary level of education. Consultants in the health shop were reportedly the 
most popular source of health-related information, followed by the internet, word of mouth 
and their CM practitioners. Typical reasons for using CMs were identified in the study and 
included: being recommended to use CMs (75%), they used CMs as it made them feel 
healthy (69.7%), and because CMs were perceived to be safer than conventional 
medicines (54%) (Woest, 2018). 
 
A study done by Mohanraj and Amutha (2015) looked at the buying behaviour of 
consumers of homeopathic preparations in India in order to analyse the purchasing 
patterns and trends, as well as identify the respondent’s level of knowledge about 
homeopathic medicine. The results showed that homeopathic medicines are widely 
available and that the respondents were generally satisfied with the quality of the 
medicines, however felt that awareness should be improved. 
 
A survey was done to profile the users of OTC homeopathic remedies at early childhood 
development centres in Pretoria, and found that most participants purchased these 
remedies from a pharmacy; this was followed in frequency by food retailers, health shops 
and then only a minority through online stores. This data indicates that consumers still 
prefer face-to-face interaction with a trained professional to discuss their health concerns 
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at the actual point of purchase. Participants reported favouring OTC homeopathic 
remedies as they were generally less costly than conventional OTC products. The author 
recommended that the homeopathic industry reinforce a more positive perception of 
these products with both potential and current consumers, by means of the sharing of 
information and supporting research (Da Silva-Esclana, 2012).  
 
Relton et al. (2017) conducted a systematic review which analysed the prevalence of 
homeopathy use by the general population worldwide. Surveys were conducted in 11 
countries (USA, UK, Australia, Israel, Canada, Switzerland, Norway, Germany, South 
Korea, Japan, and Singapore). It was found that a small percentage of these populations 
use homeopathy, both from a homeopathic practitioner as well as OTC. The highest level 
of use was recorded in Switzerland, where homeopathy is integrated into the public 







3.1 Research sample 
Purposive sampling was done to collect quantitative data from six branches of a selected 
retail chain health store within Johannesburg, in order to determine the purchasing 
patterns of proprietary homeopathic medications from July 2018- June 2019.  
 
3.1.1 Inclusion criteria 
 Data related to sales of proprietary homeopathic remedies from branches of a retail 
chain health store located within Johannesburg, namely: Benmore Gardens, 
Clearwater Mall, Morningside Shopping Centre, Parktown Quarter, Thrupps Illovo 
Centre and Village View. 
 Proprietary homeopathic medicines classified as schedule 0. 
 
3.1.2 Exclusion criteria 
 Sales related to the online store. 
 Purchased products that contained a combination of both herbal and homeopathic 
ingredients. 
 Any homeopathic medicines classified as schedule 1 or higher.  
 
3.2 Research design and procedure 
The researcher accessed the homeopathic medicine sales numbers of the selected retail 
chain through the regional manager, with permission given (Appendix A). A non-
disclosure agreement was signed by the researcher and is available on request. The data 
was provided to the researcher in the form of an Excel spreadsheet and included 
information regarding sales numbers of homeopathic medicines for July 2018 – June 
2019 in units, looking specifically at: 
 Total annual sales of homeopathic medicines sold at each branch located across 
Johannesburg. 
 Monthly sales of each branch to determine trends in remedy sales relative to 





This information was recorded on a data spread sheet (Appendix B). The researcher then 
further subcategorised the data as follows: 
 The number of units of each product sold per branch were allocated according to 
the main indication of each product. These was then further categorised as: 
cardiovascular system, upper respiratory tract, urinary tract, musculoskeletal, 
neurological, digestion, skin, endocrine, female, mom & baby. 
 The number of units of each brand sold in each store was determined. The brands 
included: A. Vogel; Boiron®; Colic Calm; Heel®; Homeoforce; Ivodent; Natura®; 
Pegasus; Similasan®; and Vitaforce.  
 The number of units per branch sold per month from July 2018 – June 2019 to 
determine seasonal changes. 
 
Unit numbers were utilized in the processing of the data which was then drawn out and 
modified into percentage values.  
 
3.3 Data collection and analysis  
Data was sorted and tabulated on the data collection sheet (Appendix B). The unit values 
from tabulated data was plotted onto graphs to provide a visual representation of the 
current trends in homeopathic medicine sales. Data correlation between types of products 
sold, time of year and geographic locations was made, and brand and product popularity 
were identified. This provided insight into the buying patterns of the public sector of the 
Johannesburg market. Statistical analysis was not required as the data was represented 
through descriptive summary statistics as percentages and unit values in trend bar 
graphs.  
 
3.4 Reliability and validity measures  
The reliability and validity of the study was enhanced by ensuring that the procedure was 
feasible and valid prior to commencement of the study. A non-disclosure agreement was 
provided by and signed by the selected health store as well as the researcher. 
 
3.5 Ethics 
A permission letter (Appendix A) from the researcher was read, signed and agreed upon 
by the regional manager prior to data collection. A non-disclosure agreement was 
provided by the health store and was read, signed and agreed upon by the researcher, 
the Head of Department of the Department of Complementary Medicine, as well as the 
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regional manager of the store, in order to access the data. The data exchanged between 
the researcher and the regional manager was kept confidential on a password protected 
computer. The raw data was destroyed once captured and a letter stating this process 
was signed by both the researcher and the supervisor. Data capturing was done in a 
private room, and there were no anticipated risks to this study. The results of the study 
will be provided on request. This study was approved by the Faculty of Health Sciences 
Higher Degrees Committee and Research Ethics Committee with the following clearance 









This chapter contains the results of the data regarding the sales of proprietary 
homeopathic remedies collected from six branches of a health store chain in the 
Johannesburg area from July 2018 – June 2019.  
 
The data was compiled into a data collection spread sheet, and is presented visually as 
tables and graphs. 
 
4.1 Total annual sales of homeopathic remedies 
The data received was analysed and sorted. First the total units of remedies sold from 
each branch within Johannesburg were calculated for the full financial year from July 
2018 – June 2019. Then the sum total of units sold from each branch was calculated to 
determine the overall number of remedies sold in these health stores in the Johannesburg 
area. The following health store branches were included:  
 Benmore Gardens; 
 Clearwater Mall; 
 Morningside Shopping Centre; 
 Parktown Corner; 
 Thrupps Illovo Centre; and 
 Village View. 
 
Unit values were also converted in percentages for each branch. Table 4.1 represents 
the total number of units sold per branch, a sum total of the units sold from all the 



































































Units 307 322 444 361 427 619 2480 
% 12 13 18 15 17 25 100 
 
As seen from Table 4.1, the Village View branch had the highest number of homeopathic 
remedies sold over the one-year period, with a total of 619 units, which makes up 25% of 
the total number of units sold. The total number of remedies sold from all the branches 
was 2480 units. The branch that sold the least number of homeopathic remedies was 
Benmore Gardens, which had a total of 307 units sold over the one-year period.  
 
4.2 Monthly sales of homeopathic remedies  
The data was then analysed for the monthly sales numbers. For each calendar month, 
the units and percentages were calculated for the corresponding branch, which are shown 
below in Table 4.2. 
 

























































July 2018   
Units 33 21 32 33 36 70 225 
% 14.7 9.3 14.2 14.7 16 31.1 100 
August 2018   
Units 33 22 22 37 37 52 203 
% 16.3 10.8 10.8 18.2 18.2 25.6 100 
September 2018   
Units  28 22 37 38 37 45 207 
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% 13.5 10.6 17.9 18.4 17.9 21.7 100 
October 2018  
Units  23 30 40 23 32 50 198 
% 11.6 15.2 20.2 11.6 16.2 25.3 100 
November 2018  
Units  19 19 34 20 30 35 157 
% 12.1 12.1 21.7 12.7 19.1 22.3 100 
December 2018  
Units  22 28 26 27 24 20 147 
% 15 19 17.7 18.4 16.3 13.6 100 
January 2019  
Units  24 20 25 16 41 51 177 
% 13.6 11.3 14.1 9 23.2 28.8 100 
February 2019  
Units  16 38 40 23 31 46 194 
% 8.2 19.6 20.6 11.9 16 23.7 100 
March 2019  
Units  36 29 37 28 34 43 207 
% 17.4 14 17.9 13.5 16.4 20.8 100 
April 2019  
Units  19 26 31 22 22 52 172 
% 11 15.1 18 12.8 12.8 30.2 100 
May 2019  
Units   31 39 62 61 64 74 331 
% 9.4 11.8 18.7 18.4 19.3 22.4 100 
June 2019  
Units 23 28 58 33 39 81 262 
% 8.8 10.7 22.1 12.6 14.9 31 100 
 
Table 4.2 shows that Village View was the branch with the highest monthly total in June 
2019, where 81 units were sold. The Parktown and Benmore Gardens branches both had 
the lowest monthly sales of all the branches, in January 2019 and February 2019 
respectively, in which 16 units were sold. The month with the highest combined total was 
May 2019 with 331 units sold. 
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Shown below in Figure 4.1 is a graphical representation of the unit values of the monthly 
sales of homeopathic remedies per branch. 
 
 
Figure 4.1 Monthly sales of homeopathic remedies (unit values) 
 
As seen in Figure 4.1, the highest monthly sales of remedies per branch was in June 
2019 from Village View, with 81 units sold. Village View also saw significant sales in May 
2019 (74 units sold) and July 2018 (70 units sold).  
 
Figure 4.2 shows a graphical representation of the total sales for each calendar month 
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Figure 4.2 Total monthly sales of homeopathic remedies 
 
When looking at the graphical representation of the total units sold per month in Figure 
4.2, it can be seen that May 2019 had the highest total number of remedies sold which 
was 331 units. The month with the lowest number of sales in that financial year was 
December 2018, with 147 units sold. 
 
4.3 Annual sales per brand of homeopathic remedies  
The data was grouped according to the various brands of proprietary homeopathic 
remedies sold from the selected retail chain. These included the following brands:  
 A. Vogel; 
 Boiron®; 
 Colic Calm®; 
 Heel®; 
 Homeoforce; 
 Ivodent;  
 Natura®; 
 Pegasus; 























Table 4.3 shows the number of units sold and correlating percentage values for each 
brand per branch, as well as the sum of the totals sold from each brand over the one-
year period.  
 

























































Units  2 13 19 7 11 12 64 
% 3.1 20.3 29.7 10.9 17.2 18.8 100 
Boiron® 
Units 80 66 137 98 131 137 649 
% 12.3 10.2 21.1 15.1 20.2 21.1 100 
Colic calm® 
Units 4 2 1 0 0 1 8 
% 50 25 12.5 0 0 12.5 100 
Heel® 
Units 24 50 41 63 66 115 359 
% 6.7 14 11.4 17.5 18.4 32 100 
Homeoforce 
Units 1 4 5 0 2 0 12 
% 8.3 33.3 41.7 0 16.7 0 100 
Ivodent 
Units 0 3 0 0 0 3 6 
% 0 50 0 0 0 50 100 
Natura® 
Units 65 61 117 100 96 105 544 





Units 88 84 96 63 66 174 571 
% 15.4 14.7 16.8 11 11.6 30.5 100 
Similasan®  
Units  27 13 24 30 40 63 197 
% 13.7 6.6 12.2 15.2 20.3 32 100 
Vitaforce 
Units 17 3 4 0 14 9 47 
% 36.2 6.4 8.5 0 29.8 19.1 100 
 
Table 4.3 shows that Boiron® was the brand with the highest total with 649 units sold. 
Pegasus was the second highest with 571 units sold. Village View sold a total of 174 units 
of Pegasus remedies, which was the highest total per brand per branch.  
 
Figure 4.3 shows a graphical representation of the total unit values of homeopathic 
remedies sold per brand from July 2018- June 2019. 
 
























Figure 4.3 show that Boiron® had the highest number of sales, which was 649 units. 
Ivodent was the brand with the least number of units sold, with a total of only six units 
sold in the one-year period. The second lowest was Colic Calm®, with 8 units sold. 
 
Table 4.4 below indicates the different brands with their respective products sold from the 
selected retail chain stores as well as the quantity of each product sold in units.  
 
Table 4. 4 Total annual sales of homeopathic products  
Brand with respective products Quantity sold 
A Vogel 






Sedatif PC® 86 
Stodal® 87 
Colic calm® 
Homeopathic Gripe Water® 8 
Heel® 
Detox-kit™ 5 
Engystol N® 4 
Euphorbium Compositum® 77 
Gripp-Heel® 8 
Lymphomyosot® 41 
Nectadyn C 18 
Nervoheel® 3 
Neurexan® 9 
Nux vomica Homaccord® 8 






Zeel T® 4 
Homeoforce 
Post Nasal 11 
Ivodent 
No Jet Lag® 7 
Natura® 
Alfalfa Tonic 7 
All Heal Plus 21 
Anti-tabacco 13 
Arnica D6 36 
Arnica Plus 12 
Calendula Plus 18 
Corp Drops 11 
Injura 9 
Magen Pulv 10 
Mixed Allergen 16 
Nasenol Nasal 20 
Nasosinus 19 
Nervuton 1 16 
Nervuton 2 25 
Nieren  15 











Bluebox Kit™ 8 
Boils & Abscesses 14 
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Bronchial Relief 13 
Calming 25 
Cold & Flu 36 
Constipation 19 
Cystitis 7 
Gastric Plus 21 
Hayfever 16 
Histamine Comp 46 
Immune Defence 24 
Injury 11 
Migraine  27 




Teething/pain/fever Complex 21 
Throat 31 
Trauma/rescue/shock Complex 9 
Vertigo/morning/travel Complex 19 
Similasan®  
Allergy Eyes™ 56 
Computer Eyes™ 16 
Dry Eyes™ 73 
Hayfever Relief™ 6 
Itch Relief 12 
Pink Eyes 7 
Sinus Relief™ 30 
Vitaforce 
Arnica 17 
Schlehen Elixir 28 
Tonzolyt Tabs 3 
 
As can be seen in Table 4.4, the products with the highest number of units sold from each 
brand are as follows: 
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 A Vogel: Hot flushes and night sweat remedy (64 units) 
 Boiron®: Oscillococcinum® (385 units) 
 Colic Calm®: Homeopathic Gripe Water® (8 units) 
 Heel®: Traumeel S® (140 units) 
 Homeoforce: Post Nasal (11 units) 
 Ivodent: No Jet Lag® (7 units) 
 Natura®: Rescue (168 units) 
 Pegasus: Muco Drainol (66 units) 
 Similasan®: Dry Eyes™ (73 units) 
 Vitaforce: Schlehen Elixir (28 units) 
 
Overall, Oscillococcinum® was the product which had the highest number of remedies 
sold, with a total of 385 units. This was followed by Natura Rescue with 168 units and 
Traumeel S® with 140 units sold. The products with the lowest sales were Nervoheel® 
and Tonzolyt, which each sold three units in the one-year period. This was closely 
followed by Engystol N® and Zeel T®, each with four units sold. 
 
When looking at the size of the product ranges held within the selected retail store, the 
brands with the largest number of products available are Pegasus (23 products), Natura® 
(22 products) and Heel® (14 products). The brands with the smallest product ranges are 
A. Vogel, Colic Calm®, Homeoforce and Ivodent, which all have one product only.  
 
4.5 Annual sales per category of homeopathic remedies 
The remedies that were sold were categorized into different groups dependant on their 




 Eyes, ears, nose and throat (EENT); 
 Female; 
 Immune boosting; 
 Mom and baby; 
 Musculoskeletal (MSK); 
 Neurological;  
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 Respiratory tract; 
 Skin; 
 Urinary tract; and  
 Bluebox Kit™. 
 
Bluebox Kits™ are manufactured by Pegasus which contains all 28 remedies made from 
this brand. Although not a category on its own, it contains remedies which fall under all 
the listed categories.  
 
Table 4.5 represents the number of remedies sold and correlating percentage for each 
category per branch, as well as the sum totals sold from each category over the one-year 
period.  
 

























































Units 21 19 26 41 26 37 170 
% 12.4 11.2 15.3 24 15.3 21.8 100 
Circulation 
Units 1 5 4 11 5 15 41 
% 2.4 12.2 9.8 26.8 12.2 36.6 100 
Digestion 
Units 11 20 22 20 23 35 131 
% 8.4 15.3 16.8 15.3 17.5 26.7 100 
Eyes, ears, nose, throat 
Units  79 67 93 70 94 154 557 
% 14.2 12 16.7 12.6 16.9 27.6 100 
Female 
Units 4 18 19 8 14 10 73 




Units 56 26 96 67 91 105 441 
% 12.7 5.9 21.8 15.2 20.6 23.8 100 
Mom & Baby 
Units 21 7 9 11 21 13 82 
% 25.6 8.5 11 13.4 25.6 15.9 100 
Musculoskeletal 
Units 32 22 35 38 48 71 246 
% 13 8.9 14.2 15.4 19.5 29 100 
Neurological 
Units 55 72 61 58 60 11 317 
% 17.4 22.7 19.2 18.3 18.9 3.5 100 
Respiratory tract 
Units 4 20 32 11 24 35 126 
% 3.2 15.9 25.4 8.7 19 27.8 100 
Skin 
Units 18 21 36 18  16 18 127 
% 14.2 16.5 28.3 14.2 12.6 14.2 100 
Urinary tract 
Units 3 1 9 2 4 8 27 
% 11.1 3.7 33.3 7.4 14.8 29.7 100 
Bluebox Kit™ 
Units 1 3 1 0 1 2 8 
% 12.5 37.5 12.5 0 12.5 25 100 
 
Table 4.5 shows that Village View was the branch with the highest number of sales in the 
EENT and immune boosting categories. There were 154 units sold in the EENT category, 
and 105 units sold in the immune boosting category. Parktown sold zero Bluebox Kits™ 
and this is the category with the lowest total number of units sold (8 units). This is followed 
by the urinary tract category, with 27 units sold overall. 
 
Shown below in Figure 4.4 is a graphical representation of the total unit values of 




Figure 4.4 Total annual sales per category of homeopathic remedies 
 
As seen in Figure 4.4, EENT was the most popular category for sales of proprietary 
homeopathic remedies, with a total of 557 units sold. This was followed by the immune 
boosting category, with 441 units sold.  
 
4.6 Seasonal analysis 
The remedy sales were grouped per category and per season. The categories remained 
the same as the above (i.e. branch and indications for use), and the seasons were 
grouped according to which months of the year in which they occur. The sum of the totals 
for the three months of the corresponding season were calculated. The seasons were 
grouped as: 
 Summer- December, January, February 
 Autumn- March, April, May 
 Winter- June, July, August 
 Spring- September, October, November 
 
Table 4.6 represents the total annual sales of homeopathic remedies sold per season 























Table 4.6 Total annual sales per season 
 Summer  Autumn  Winter  Spring  Total 
Units 498 692 680 556 2426 
% 20.5 28.5 28.0 23.0 100 
 
Figure 4.5 below shows graphical representation of the total number of homeopathic 
remedies sold per season. 
 
Figure 4.5 Total annual sales per season 
 
As seen from Table 4.6 and Figure 4.5, the highest number of remedies sold per season 
was in autumn with a total of 692 units sold (28.5%). Summer saw the least number of 
sales, with 498 units sold (20.5%). 
 




























Table 4. 7 Product sales per branch per season 
 Summer Autumn Winter Spring Total  
Benmore  
Units 62 86 89 70 307 
% 20.2 28.0 29.0 22.8 100 
Clearwater  
Units 86 94 71 71 322 
% 26.7 29.2 22.1 22.1 100 
Morningside  
Units 91 130 112 111 444 
% 20.5 29.3 25.2 25 100 
Parktown  
Units  66 111 103 81 361 
% 18.3 30.8 28.5 22.4 100 
Thrupps Illovo  
Units 93 120 112 99 424 
% 22.0 28.3 26.4 23.3 100 
Village View  
Units 117 169 203 130 619 
% 18.9 27.3 32.8 21.0 100 
 
Table 4.7 shows Village View in winter had the highest number of sales with 203 units 
sold (32.8%). Benmore in summer had the lowest number of sales with 62 units sold 
(20.2%). 
 





Figure 4. 6 Product sales per branch per season 
 
As seen from Table 4.7 and Figure 4.6, the highest number of units sold was from the 
Village View branch in winter, with a total of 203 units sold within the one-year period. 
The Benmore branch in summer had the least number of sales, with a total of 62 remedies 
sold. The sales throughout the summer months remained fairly constant within the various 
branches, with only small peaks in sales occurring in certain branches, more specifically 
Village View. 
 
Table 4.8 below shows the total number of units sold per category during each season 
over the one-year period. 
 
Table 4.8 Annual sales per category per season 
 Summer Autumn Winter Spring  
Allergies  
Units 29 58 38 45 170 
























Units 16 10 8 7 41 
% 39.0 24.4 19.5 17.1 100 
Digestion  
Units 37 22 24 43 126 
% 29.4 17.5 19.0 34.1 100 
Eyes, ears, nose, throat  
Units  109 145 166 125 545 
% 20.0 26.6 30.4 23.0 100 
Female  
Units 22 19 12 16 69 
% 31.9 27.5 17.4 23.2 100 
Immune boosting  
Units 64 166 135 81 446 
% 14.3 37.2 30.3 18.2 100 
Mom & baby  
Units 18 22 25 16 81 
% 22.2 27.2 30.9 19.7 100 
Musculoskeletal  
Units 62 70 51 63 246 
% 25.2 28.5 20.7 25.6 100 
Neurological  
Units 80 117 120 97 414 
% 19.3 28.3 29.0 23.4 100 
Respiratory  
Units 18 34 63 19 134 
% 13.4 25.4 47.0 14.2 100 
Skin  
Units 40 26 27 34 127 
% 31.5 20.5 21.2 26.8 100 
Urinary tract  
Units 7 2 9 8 26 
% 26.9 7.7 34.6 30.8 100 
Bluebox Kit™  
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Units 1 1 2 3 7 
% 14.3 14.3 28.6 42.8 100 
 
From Table 4.8 it is evident that certain systems showed fairly steady levels of sales 
throughout the year, e.g. skin, MSK, circulation, digestion, mom and baby and urinary 
tract. Other categories showed peaks in sales, such as allergies, EENT, immune 
boosting, neurological and respiratory, dependant on the season. 
 
Figure 4.7 below shows a graphical representation of the total number of remedies sold 
per category during each season over the one-year period. 
 
Figure 4.7 Annual sales per category per season 
 
As seen in Figure 4.7, the highest number of remedies sold was from EENT and immune 
boosting categories over the winter and autumn seasons respectively. Both categories 
sold 166 units each. The neurological category was the next highest during the winter 
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4.7 Summary of results 
In summary, the total annual sales of proprietary homeopathic remedies from all the 
branches across Johannesburg, of the selected retail chain, was 2480 units. The branch 
with the highest total was Village View, with 619 units being sold over the one-year period. 
 
The total monthly sales of remedies per branch shows that Village View had the highest 
total in June 2019, which was 81 units sold. The month with the highest total overall sales 
was May 2019, with 331 units sold. 
 
The brand with the largest total number of remedies sold was Boiron®, which sold a total 
of 649 units, and the specific product with the highest number of units sold was 
Oscillococcinum® (from Boiron®) with a total of 385 units. Village View sold a total of 174 
units of Pegasus remedies, which was the highest total per brand per branch.  
 
EENT was the most common category for sales of remedies with a total of 557 units. 
Village View sold a total of 154 units of EENT remedies, which was the highest total per 
category per branch. 
 
Autumn was the season when the most remedies were sold, with a total of 692 units. The 
highest number of units sold per branch per season was from Village View in winter, with 
203 units sold. The categories with the highest number of remedies sold per season were 









In this chapter, the results of the study will be discussed regarding the trends in consumer 
buying behaviour of proprietary homeopathic medicines from a retail chain in 
Johannesburg. 
 
The discussion in this chapter will pertain to the total annual sales, month-to-month sales, 
and sales numbers per branch, brand and product, as well as per category of clinical 
indications. It will also look at the relative connections of sale numbers in relation to 
seasonal changes. 
 
5.2 Total annual sales of homeopathic remedies 
The data received from the retail chain was analysed and categorised. First the total 
number of units of remedies sold from each branch within Johannesburg were calculated 
for the full financial year, from July 2018 – June 2019. Then the totals from each branch 
were added to get an overall total number of remedies sold throughout the one-year 
period.  
 
The highest number of remedies sold was from Village View, which is located in the 
Bedfordview area in the suburb of Germiston. The overall total number of units sold from 
Village View was 619, which makes up 25% of the total number of remedies sold from all 
the branches. The least number of remedies sold was from the branch in Benmore 
Gardens, which is located in the Parkmore area, in the suburb of Sandton. The number 
of units sold from Benmore was 307, which makes up 12% of the total number of remedies 
sold. 
 
Both stores are located in affluent areas of Johannesburg (Bedfordview and Sandton). 
Statistics show that Johannesburg, specifically the Sandton area, is one of the wealthiest 
areas in the country and home to a significant number of millionaires. Of the 222 415 
residents in Sandton, 19.9% have a household income ranging between R307 601.00 - 
R614 400.00, closely followed by 18% earning between R614 001.00 - R 1 228 800.00 




Bedfordview is located in the city of Ekurhuleni and falls under the suburb of Germiston. 
There are no statistics available for Bedfordview specifically, however statistics for the 
Germiston area shows that there are 255 863 residents, of which 13.2% have a 
household income of R19 601.00 – R38 200.00 and 13% earn between R153 801.00 – 
R307 600.00. According to Statistics South Africa (2011b), Bedfordview is rated as one 
of the more affluent areas within Germiston, with the average house price being R 
4 180 000.00, therefore the Germiston statistics may not be a reliable indicator of the 
average household income in this area. 
 
Research studies show that factors which influence annual sales of CMs, including 
homeopathic remedies, are largely related to socio-demographics, which include: 
geographic location the CM users reside in; monthly income; and level of education. 
Factors surrounding the store itself also play a significant role in the level of sales and 
includes how well-known the stores are, their location, and the level of training of the store 
staff and sales representatives driving sales (Reid et al., 2016). 
 
Studies have shown that the “typical” CM user visiting a health shop in South Africa has 
a monthly income of between R10 000 – R20 000 (du Plessis, 2012; Ireland-Coester, 
2017; Snyman, 2014; Woest, 2018). South Africa is however, economically diverse and 
research shows that individuals do not necessarily need to earn within a certain income 
bracket to make use of CMs. A study was done in Durban, South Africa to gain insight 
into the use of CMs among patients with atopic eczema. Results showed that of the 
participants earning a monthly household income of between R5000 – R10 000, 76% 
earning in this income bracket used CMs. The majority (75%) of those earning in the 
R10 000 – R20 000 bracket, used CMs. Of the participants which earned >R20 000 
monthly, 68% were CM users. Those which earned <R2000, 57% of them used CMs and 
56% of those in the R2000 – R5000 income bracket used CMs (Thandar et al., 2017).  
 
As both Bedfordview and Sandton are considered more affluent, this may suggest that 
the reasoning behind the difference in sales numbers is likely not due to the income status 
of the area but rather other factors such as how well established the stores are. Village 
View in Bedfordview was the first of the Johannesburg branches of the chosen retail store 
to be opened, which was in November 2015. Whereas the Benmore branch in Sandton 
only opened its doors in March 2018; the other branches opened up between 2016 and 
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2017. The public may therefore be more familiar with existing stores and more likely to 
visit them, compared to a newly opened branch. 
 
Sales numbers would also be largely dependent on how busy the location is in which the 
stores are situated. For instance, if the branches are located in a shopping centre which 
does not have much foot traffic, chances are the store will not be very busy, thus, in turn 
resulting in fewer sales. This also ties in with competition from other health stores and 
pharmacies within the area. This too may be advantageous if a customer cannot find a 
specific product in one store but it may be stocked in another health store located in or 
around the same area.  
  
The staffs’ level of knowledge of the products is another contributing factor to an increase 
of sales (Familmalek et al., 2015). The staff within the store need to receive training on 
the products stocked and what they are best suited for. This would help with 
recommendations when customers are not certain what they should purchase, as well as 
if they have chosen a product which may not be best suited product for what they require. 
Staff members who have been employed for a longer time period may have more in-depth 
training on specific brands or products. The stores may also have sales representatives 
from the companies whose stock they provide, who would then drive the sales of their 
respective brand (Madar, 2016). 
 
Another factor that may affect the prevalence of CM use is that of the consumer’s 
education level. Health literacy has been defined as, “The degree to which individuals 
have the capacity to obtain, process, and understand basic information and services 
needed to make appropriate decisions regarding their health". Lack of knowledge about 
health, healthcare and treatment options would largely affect the usage of conventional 
healthcare as well as CM (Burke et al., 2015). Many prevalence of use studies show that 
people with greater knowledge about health are more likely to make use of alternative 
medications (Burke et al., 2015; Chao and Wade, 2008; Cui et al., 2012; Hunt et al., 
2010).  
 
A literature search was conducted in 2016 which looked at the use of CMs by the 
Australian population. The results showed a correlation between CM use and middle-
aged females with a higher level of education and a higher annual income. Reasoning 
behind this suggested “higher level of health literacy and access to resources, potential 
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for self- determination and greater disposable income to spend on healthcare” (Reid et 
al., 2016). These findings suggest that having access to information about the availability, 
safety and efficacy of CMs, in addition to disposable income, may enhance the 
prevalence of use of these alternative treatment options (Ndao-Brumblay and Green, 
2010). 
 
5.3 Monthly sales of homeopathic remedies 
When looking at the total monthly sales for all branches throughout the one-year period 
(from July 2018 – June 2019), the highest number of homeopathic remedies were sold in 
May 2019, which was 331 units. The lowest number was in December 2018 with 147 
units sold.  
 
However, when looking at the monthly sales per branch, Village View had the highest 
total in June 2019 with 81 units sold, which made up 31% of the total monthly sales. The 
lowest was in January 2019 from Parktown, and February 2019 from Benmore Gardens, 
which both had a total of 16 units sold. The 16 units made up 9% of Parktown’s total 
monthly sales and 8.2% of Benmore’s total. In relation to section 5.2, the Parktown branch 
is significantly smaller than the Village View branch indicating that size of stores and their 
location in larger centres has a profound effect on the sales numbers.  
 
The rise and decline in the monthly sales could be attributed to many factors. One 
specifically being changes in season which will be discussed later in this chapter. Another 
could be income availability throughout the year. According to Lustig (2016), in South 
Africa, health spending declines as income declines. In South Africa, previous survey 
studies have shown that the majority of CM users spend between R200.00 - R500.00 per 
month on CMs (du Plessis, 2012; Ireland-Coester, 2017; Snyman, 2014; Woest, 2018). 
A larger monthly income allows for greater spending on items that are considered non-
essential or even luxury.  
 
Another factor that may affect product sales is that CM modalities are not incorporated 
into the National health care system in South Africa, and are also not covered by most 
medical aid schemes. This may then deter some individuals from CM as their choice of 
treatment as it may lead to the perception that CMs are more costly than conventional 




5.4 Annual sales per brand of homeopathic remedies 
The highest number of units sold overall amongst all branches was from Boiron®, which 
had a total of 649 units sold in the one-year period. Village View sold a total of 174 units 
of Pegasus remedies, which was the highest total per brand at a single branch. Table 4.4 
shows the different brands of proprietary homeopathic remedies as well as the products 
from each brand, sold within the retail chain stores. Below is a list of the brands with a 
brief overview of each company and their product range.  
 
 A. Vogel 
A. Vogel was established in 1963 in Switzerland. The company operates in over 30 
countries around the world and has production plants in Switzerland, Holland, France, 
India and South Africa. Product ranges include body care, food, herbal medicines, 
homeopathic medicines and health supplements. The homeopathic range consists of 33 
products which cover ailments affecting the skin, musculoskeletal system, urinary system, 
respiratory system, digestive system as well as female related concerns and allergies (A. 
Vogel, n.d.). The selected retail chain health store in this study only stocked one product 
from A. Vogel, the Hot Flushes and Night Sweat Remedy, which sold 64 units in the one-
year period.  
 
 Boiron®  
Boiron® was first established in 1932. Their headquarters and laboratories are based in 
France and they operate in 59 countries worldwide. In South Africa, Boiron® products 
can be sourced from Lebron Health (Pty) Ltd, which has been in the marketplace since 
2010. Lebron Health works in partnership with medical and sales professionals, 
independent pharmacies and retail chains (Lebron, n.d.).  
 
Boiron® has a range of 83 single remedies which come in several potencies, and these 
are frequently utilized by homeopaths in private practice as opposed to public use. They 
supply eight complex remedies which are most commonly supplied to pharmacies and 
health stores for proprietary use (Boiron, 2020). However, only six of these products are 
stocked at the selected retail chain health store. Even though Boiron® has a smaller 
proprietary medicine range, sales numbers suggest the public are familiar with and trust 




The top selling product from Boiron® was Oscillococcinum®. Table 4.4 shows 385 units 
were sold within the one-year period. The product is designed to prevent and reduce flu-
like symptoms such as fever, chills, head and body aches. It contains Anas barbariae 
hepatis and Cordus extractum 200C (Boiron, 2020). 
 
 Colic Calm® 
Colic Calm® was first brought to the market in 2003 in the USA. It is available in seven 
countries around the world, including South Africa. Colic Calm® has three main products 
developed for relief of colic and other digestive upsets in infants which include Colic Calm, 
Colic Calm+ and Colic Calm Probiotic (Colic Calm®, n.d.). The selected retail chain only 
stocks Homeopathic Gripe Water®. 
 
Table 4.4 shows eight units of Homeopathic Gripe Water® were sold within the one-year 
period. The product is designed to help ease discomfort of colic, gas, hiccups and teething 
in infants. It contains ingredients such as Prunus spinosa (Blackthorne), Carum carvi 
(Caraway), Chamomilla (Chamomile), Foeniculum vulgare (Fennel), Zingiber officinale 
(Ginger), Melissa officinalis (Lemon Balm), Mentha piperita (Peppermint), and Carbo 
vegetabilis (Vegetable Carbon) (Colic Calm, n.d.).  
 
The use of CMs for the treatment of infantile colic is popular amongst the South African 
public. A study was done to determine the perceived effectiveness of complementary 
medicine by mothers of infants with colic in Gauteng. The results showed that 44.1% of 
the participants used Colic Calm® as their preferred CM. Other chosen CM modalities 
included individual homeopathic remedies, probiotics, gripe water and herbal medicines 
and teas. The majority (66.4%) of the participants perceived that CM was effective in the 
treatment of colic (Di Gaspero, 2019).  
 
 Heel® 
Heel® was established in Berlin in 1936. Today its headquarters are still based in 
Germany and their products are available in over 50 countries worldwide. Heel® has 
developed remedies for use by humans as well as a veterinary medicine range (Heel, 
n.d.). In South Africa, Heel® is distributed by ModHomCo, who provides 23 different 
homeopathic combination remedies (ModHomCo, 2020). The Heel® products are 
available in many dosage forms including injectable ampoules, tablets, drops and topical 




In this study, the top selling product from Heel® was Traumeel S®. Table 4.4 shows 140 
units were sold within the one-year period. Traumeel S® is used to treat musculoskeletal 
injuries such as sprains, dislocations, contusions, fractures, bruising, oedema and 
inflammation. Traumeel S® contains a blend of homeopathic remedies such as Arnica 
montana, Calendula officinalis, Hamamelis virginiana, Achillea millefolium, Atropa 
belladonna, Aconitum napellus, Mercurius solubilis, Hepar sulfuris, Chamomilla recutita, 
Symphytum officinale, Bellis perennis, Echinacea angustifolia, Echinacea purpurea and 
Hypericum perforatum (Heel, n.d.). 
 
The second biggest seller in the Heel® range was Euphorbium Compositum® which sold 
77 units, while the least popular product was Nervoheel®, with only three units sold over 
the one-year period. 
 
 Homeoforce 
Homeoforce was established in 2004 in the UK. They produce a large range of 
homeopathic products, including both single and complex remedies. In South Africa, the 
Homeoforce products are stocked in health stores as well as retail chain pharmacies. 
Special orders are also available for order off the homeoforce website (Homeoforce, 
2013).  
 
The top selling product from Homeoforce was Sinus and Post Nasal tablets. Table 4.4 
shows 11 units were sold. The product is designed to help with the treatment of acute 
and chronic sinusitis, rhinitis, hay-fever and post-nasal drip. It contains the following 
remedies Pulsatila, Kali bichromicum, Allium cepa, Kali muriaticum, Hydrastis 
Canadensis and Sambucus nigra (Homeoforce, 2018). 
 
 Ivodent 
The retail chain store only stocks one product in the Ivodent range, namely No-Jet-Lag®. 
No-Jet-Lag® was developed over 25 years ago, and is manufactured by Miers 
Laboratories, which is situated in New Zealand. Miers Laboratories manufacture six other 
homeopathic combination formulas and these are available for purchase in over eight 




No-Jet-Lag® is designed to combat jet-lag and associated symptoms such as tiredness, 
disrupted sleep, decreased energy levels, disorientation, dehydration, swollen limbs, and 
cold and flu-like symptoms. The product contains the following ingredients: Arnica 




Natura® products have been manufactured and distributed in South Africa since 1966. 
Natura® was sold to CoMed Health in 2009, a supply company, which now distributes 
their products. Natura® has over 90 homeopathic products in its proprietary range, 
covering a long list of ailments on the physical, mental and emotional spheres (Natura, 
2018).  
 
In this study, the data revealed that the top selling remedy from Natura® was Rescue, 
with 168 units being sold in the one-year period. Traditionally made Rescue Remedy is a 
combination of flower essences blended together to target stress, emotional shock, 
anxiety and sleeplessness (BachFlower, n.d.). The Rescue formula that is available from 
Natura® however, contains a combination of flower essence as well as homeopathic 
remedies. It contains the following ingredients: Ambra grisea, Banisteropsis caapi, 
Clematis vitalba (Clematis), Helianthemum nummularium (Rock Rose), Impatiens 
glandulifera (Impatiens), Melissa officinalis, Ornithogalum umbellatum (Star of 
Bethlehem), and Prunus cerasifera (Cherry Plum) (Natura, 2018).  
 
The second biggest seller in the Natura® range was Thuja, indicated for warts, which sold 
38 units. The least sold product was Urina, indicated for urinary tract infections, which 
sold a total of five units over the one-year period. 
 
 Pegasus 
Pegasus homeopathics was developed in 2002 in South Africa. It has a range of 28 
complex homeopathic remedies, which are formulated to treat over 100 different ailments. 
Pegasus also developed The Bluebox Kit™ which contains all 28 complexes in one box 
however, the individual remedies are also available for sale. There is also a 
Maternity/Labour Kit which has eight remedies and a topical oil to facilitate healthy 




The top selling remedy from Pegasus was Muco drainol. Table 4.4 shows that 66 units 
were sold. The product helps to drain mucous from the body thereby relieving congestion 
of the nasal passages, sinuses, throat and chest. Its ingredients include: Hydrastis 
canadensis, Kali bichromicum, Kali carbonicum, Kali muriaticum, Kali sulphuricum, and 
Mercurius dulcis (Pegasus, 2020). Other popular Pegasus products included Sinus (56 
units sold) and Histamine Comp (46 units sold). These products are both indicated for the 
relief of upper respiratory tract infections and allergies. The Bluebox Kit™ itself only sold 
eight units in the one-year period. 
 
 Similasan® 
Similasan® originated in Switzerland in 1980 and was then established in the USA in 
1987 as the Similasan® Corporation, USA. Similasan® offers 35 products in their range, 
covering ailments affecting the EENT and the digestive system, as well as assisting with 
sleep disturbances and stress.  There are also products available that are specifically 
made for babies (Similasan, 2020). The selected retail health store stocks 7 different 
products from Similasan®. 
 
The top selling remedy from Similasan® was the Dry Eye Relief™ drops with 73 units 
sold, and this was closely followed by Allergy Eyes™, with 56 units sold. The Dry Eye 
Relief™ drops are designed to relieve and sooth dry eyes by providing moisture to the 
eyes and reducing redness. The main ingredient in Dry Eye Relief™ is Euphrasia 
(eyebright) extract (Similasan, 2020). Allergy Eyes™ is discussed later in the chapter. 
 
 Vitaforce 
Vitaforce was established in 1973. Their product range consists of various health 
supplements and CMs such as multivitamins, herbal supplements and homeopathic 
medicines. Table 4.4 shows that the highest selling remedy from Vitaforce was Schlehen 
Berry Elixir, which is targeted towards pregnant and breastfeeding mothers to help boost 
vitality and ease exhaustion (Vitaforce, n.d.). 
 
Studies show that Blackthorn, one of the main ingredients in Schlehen Berry Elixir, is 
known to act as a galactagogue and that many women worldwide use it as such. 
However, due to a lack of clinical trials it cannot be confirmed to be effective for such use 




From the above, it is noted that many of the companies have remedies exclusively for 
homeopaths in private practice, as well as proprietary products for sale in health stores 
and pharmacies. A few of the companies have a larger range of homeopathic medicines, 
such as Heel®, Natura® and Pegasus while other companies offer a much more limited 
product range, such Colic Calm®, Homeoforce, Ivodent and Vitaforce. Another 
consideration is that the retail chain health store only stock certain products from certain 
brands, and other health stores and pharmacies may stock a wider range of other 
homeopathic products.  
 
5.4.1 Popularity of products  
According to the data obtained from this study, the top five most popular products sold 
between July 2018 and June 2019 were: 
 
1. Oscillococcinum® - from Boiron®, which sold 385 units and falls into the Immune 
boosting category 
2. Rescue - from Natura®, which sold 168 units and falls into the Neurological category 
3. Traumeel S® - from Heel®, which sold 140 units and falls into the MSK category 
4. Stodal® - from Boiron®, which sold 87 units and falls into the Respiratory category 
5. Sedatif PC® - from Boiron®, which sold 86 units and falls into the Neurological 
category. 
 
From the above, homeopathic remedies from Boiron® made up the majority (60%) of the 
top five best-selling products.  
 
The products with the least number of sales included: 
 
1. Nervoheel® - from Heel®, which sold three units and falls into the Neurological 
category; and Tonzolyt - from Vitaforce, which sold three units and falls into the EENT 
category 
2. Engystol N® - from Heel®, which sold four units and falls into the Immune boosting 
category; and Zeel T® - from Heel® which sold four units and falls into the MSK category 
3. Detox Kit - from Heel®, which sold five units and falls into the Digestive category; and 
Urina - from Natura® which sold five units and falls into the Urinary category 
4. Hayfever Relief™ - from Similasan®, which sold six units 
56 
 
5. Alfalfa Tonic - from Natura®, which sold seven units and falls into the Mom and baby 
category; Cystitis - from Pegasus, which sold seven units and falls into the Urinary tract 
category; No-Jet-Lag® - from Ivodent, which sold seven units and falls into the 
Neurological category; and Vertigoheel® - from Heel®, which sold seven units and falls 
into the Neurological category. 
 
5.4.2 Choosing a brand 
Branding is the marketing practice of creating a name, symbol or design that identifies 
and differentiates a product from other products (Klimchuk and Krasovec, 2013). The 
reasons for choosing a certain brand of medication may vary greatly and is dependent on 
numerous variables. 
 
5.4.1.1 Brand loyalty 
Customer experience is one of the key factors to ensuring brand loyalty.  Individuals that 
have tried and tested a specific brand and have found satisfaction with it are therefore 
more likely to use it again. When dealing directly or indirectly with a certain brand, the 
consumer experiences different emotional and behavioural responses. To build brand 
loyalty, it has been proposed that brands manage functional and emotional elements as 
well as ensure consistency (Iglesias et al., 2011).  
 
In this study, Boiron® was shown to be the top selling brand. Boiron® has been 
established for over 80 years and has thus become a very well-known brand. It is also an 
international brand and is well-recognised world-wide. South African brands Natura® and 
Pegasus were also shown to be popular among the public; while these brands may not 
be well-known internationally, they appear to have gained the trust of local consumers 
and they are widely available in the majority of pharmacies and health stores across the 
country. 
 
5.4.1.2 Brand satisfaction 
Brand satisfaction is related to the perception of the customer with the quality and 
effectiveness of a product. Some brands may offer more advantages than others, for 
example, a higher level of ingredient quality and quantity, or cost effectiveness in relation 
to product quantity and quality. These advantages become a deciding factor dependant 
on the needs of the consumer which therefore goes hand in hand with brand loyalty (Erciş 





Recommendations from family, friends, colleagues, health care providers, store staff, 
advertisements/media and research from the internet may play a role in decision making 
(Da Silva-Esclana, 2012; Thandar et al., 2017). The use of many CMs is often passed 
down from previous generations when a specific remedy or concoction has been used for 
centuries without fail. This will influence whether or not an individual is willing to try other 
treatments or products which they are unfamiliar with. Recommendations of generational 
modalities may also be a contributing factor (Sansgiry, 2013). 
 
5.4.1.4 Dosage form  
The taste and form in which the medications come in may vary and some brands may 
offer more palatable and user-friendly alternatives than others. For instance, availability 
of homeopathic remedies in drops may be easier for parents to administer to children, 
while some people do not like the taste of the drops, and may prefer tablets or pillules 
instead. Oscillococcinum®, the top selling proprietary product is manufactured in the form 
of small pillules which have a pleasant taste. Some brands may offer a larger or smaller 
pack size, which some consumers may prefer dependant on their needs and available 
income. For example, Oscillococcinum® can be purchased in a value pack which is a 
larger supply therefore lasting longer, or it may even be shared between numerous 
individuals in a family.  
 
5.4.1.5 Product specificity 
The consumer may be looking for a specific product which is only available from one 
brand. For example, a patient looking for a remedy specifically for boils will likely choose 
“Boils & cysts” remedy from Natura®, as it is the only company to offer this type of product. 
 
Certain brands only offer one or two products whilst others offer a larger variety which 
covers a wider range of ailments. For example, Boiron® does not offer a wide range of 
products as proprietary medications however, Natura® for instance has a vast range of 
homeopathic remedies covering a variety of health categories.  
 
5.5 Annual sales per category of homeopathic remedies 
Homeopathic remedies can be used for a number of different conditions, falling into three 
main aspects of holistic health which includes physical, mental and emotional well-being 
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(De Schepper, 2008). Proprietary homeopathic medicines are most commonly used for 
physical ailments/complaints with only a small number of these products being indicated 
for mental and emotional conditions. The remedies in this study have been divided into 
the categories below, dependant on their main indication for use. The quantity of different 
types of products sold from the selected retail chain health store are listed within each 
category. This number may differ dependant on the public’s demand, the commonality of 
the ailments occurring under each category and whether or not these ailments can be 
self-treated or if a medical professional is needed for further treatment. For example, 
common colds and flu can in many cases be self-treated with proprietary remedies, 
however severe pneumonia would require interjection by a medical professional. 
 
5.5.1 Allergies 
Allergies can be defined as an adverse reaction of the immune system against harmless 
substances. Some patients can be asymptomatic whilst others experience symptoms as 
severe as anaphylaxis (Pereira, 2012). 
 
In reference to Table 4.5, the allergy category had a total of 170 remedies sold. The 
selected retail chain health store stocks four different products which fall into this 
category. These include; 
 Coryzalia® from Boiron®;  
 Mixed Allergen from Natura®; 
 Histamine Comp from Pegasus; and 
 Allergy Eye Relief from Similasan®. 
 
Allergy Eye Relief was the top selling product in the allergy category. Table 4.4 shows 56 
units were sold. Allergic conjunctivitis is an infection of the conjunctiva often caused by 
airborne allergens. A number of common conventional allergy medications have adverse 
effects such as drowsiness and many individuals seek an alternative option for relief of 
allergies. Proprietary medications have become a popular form of self-treatment however, 
depending on the severity, consultation with a medical healthcare provider may be 
required (Hellings et al., 2012). 
 
A study done in Austria in 2012 researched the efficacy of homeopathy in the treatment 
of allergies. Participants who were diagnosed with either allergic conjunctivitis, allergic 
rhinitis, bronchial asthma or neurodermatitis, completed a questionnaire before and after 
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homeopathic treatment. Results of the study showed the participants’ symptoms had 
improved significantly after homeopathic treatment and they were able to substantially 
reduce the dosage of their conventional medicine (Gründling et al., 2012).  
 
5.5.2 Circulation 
The circulatory system comprises of the heart, blood vessels and the lymphatic system. 
Common circulation and cardiovascular disorders include hypertension, atherosclerosis, 
angina pectoris, arrhythmia, peripheral arterial disease, deep vein thrombosis and 
oedema. CM use is prevalent in patients with cardiovascular disease, with many studies 
surrounding the efficacy of herbal remedies in the treatment of it (Rabito and Kaye, 2013; 
Tassell et al., 2010). Few studies have been done surrounding the use of proprietary 
homeopathic medications in circulatory and cardiovascular conditions. 
 
The selected retail chain health store only stocks one product which would fall into the 
circulation category, which is Lymphomyosot®. It was therefore the top selling product in 
this category and 41 units were sold. Lymphomyosot® is indicated to relieve oedema and 
swelling of body tissues and lymphatic organs caused by poor circulation, minor injuries 
and environmental toxins (ModHomCo, 2020). Studies on Lymphomyosot® have shown 
its ability to reduce and regulate inflammation, as well as increase tissue repair and 
extracellular formation (Keim et al., 2013; Ratiani et al., 2012).  
 
5.5.3 Digestion 
As shown in Table 4.5, the digestion category had a total of 131 remedies sold within the 
one-year period. The selected retail chain health store stocks seven different products 
which fall into the digestion category. These include: 
 Detox- kit from Heel®; 
 Nux vomica Homaccord® from Heel®; 
 N.V.D. (Nausea, Vomiting, Diarrhoea) from Pegasus; 
 Constipation from Pegasus;  
 Gastric plus from Pegasus; 
 Magen pulv from Natura®; and 




The top selling product in the digestion category was the N.V.D. remedy from Pegasus, 
with 37 units sold.  
 
Gastrointestinal problems are amongst the most common conditions that homeopaths 
treat. A randomized controlled trial done by Peckham et al. (2014) investigated 
homeopathic treatment for irritable bowel syndrome. The results showed that 62.5% of 
the participants that received homeopathic treatment reported a decline in the symptom 
severity score. However, due to the low number of participants it was advised that the 
results be interpreted with caution.  
 
5.5.4 Eyes, ears, nose and throat (EENT) 
EENT was the most common category for sales of proprietary homeopathic remedies, 
with a total of 557 units. Village View sold a total of 154 units of EENT remedies, which 
was the highest total per category per branch. The selected retail chain health store 
stocks 19 different products which fall into this category. These include: 
 From Boiron®; 
- Homeovox® 
 From Heel®; 
- Euphorbium Compositum® 
- Vinceel™ 
 From Homeoforce;  
- Post Nasal spray 
 From Natura®;  










 From Similasan; 
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- Dry Eyes™ Relief 
- Sinus Relief™ 
- Computer Eye Relief 
- Pink Eye Relief 
- Hayfever Relief™ and 
 From Vitaforce 
- Tonzolyt Tablets. 
 
Of the products sold, Euphorbium Compositum® from Heel® had the highest number of 
units sold in the EENT category, with 77 units sold.  
 
EENT conditions include upper respiratory tract infections (URTIs) which are commonly 
defined as an infection which affects the upper respiratory tract (nose, paranasal sinuses, 
pharynx, larynx, or trachea). Symptoms include congestion, sneezing, coughing, fever, 
and sore throat. URTIs include the common cold, influenza, rhinitis, sinusitis, laryngitis, 
pharyngitis, tonsillitis and otitis media (Bellavite et al., 2019).  
 
URTIs frequently occur in childhood; it has been reported for instance that the average 
three-year-old child can suffer from up to 6-10 colds per year (Lucas et al., 2019). The 
majority of URTIs are caused by rhinoviruses and are usually mild and self-limiting, 
therefore people are less likely to visit the doctor unless the infection is severe. 
Proprietary homeopathic medicines may be advantageous in this regard in providing safe 
and effective treatment as an alternative to antibiotics (Bellavite et al., 2019). Bell and 
Boyer (2013) suggest that proprietary OTC homeopathic medicines offer a useful 
treatment option for URTIs and acute otitis media in children. In addition to this, 
proprietary homeopathic medicines are considered safe to use and are not reported to 
cause drug interactions, unlike conventional OTC medicines and herbal supplements.  
 
Malapane et al. (2014) preformed a randomized, double-blind, placebo-controlled study 
which was aimed at testing the efficacy of a homeopathic complex on acute viral tonsillitis. 
The study involved thirty children aged between 6-12 years old who had acute viral 
tonsillitis. Results of the study showed significant anti-inflammatory and analgesic effects, 






In reference to Table 4.5, the female category had a total of 73 remedies sold within the 
one-year period. The selected retail chain health store stocks two different products in 
this category. These include: 
 Hot Flushes and Night Sweat Remedy from A. Vogel; and 
 Corp Drops from Natura®.  
 
The top selling product in this category is the Hot Flushes and Night Sweat Remedy from 
A. Vogel detailed above, with 64 units sold. 
 
Research on the efficacy of homeopathy for female-related conditions is limited. A 
multicentre, randomized, double-blind, placebo-controlled study was done to determine 
the efficacy of a homeopathic complex called BRN-01 on hot flushes in menopausal 
woman. The results showed the participants who were given the homeopathic treatment 
had experienced a decline in both the frequency and intensity of their hot flushes. It was 
recommended that further investigations be done to validate the findings (Colau et al., 
2012). 
An observational, prospective study was done to investigate homeopathic treatment of 
premenstrual syndrome. The participants received individualized homeopathic treatment; 
87% of them were prescribed the remedy Folliculinum and 52.2% were prescribed 
Lachesis mutans. The intensity of their symptoms was scored at admittance and then 
again at a three and six-month follow-up. The results showed the homeopathic remedies 
had a positive effect with a reduction in reported PMS symptoms at the follow-up 
consultations (Danno et al., 2013). 
 
5.5.6 Immune boosting 
In reference to Table 4.5, the immune boosting category had a total of 441 remedies sold. 
The selected retail chain health store stocks six different products which fall into this 
category. These include: 
 Oscillococcinum® from Boiron®; 
 Engystol N® from Heel®; 
 Gripp-Heel® from Heel®; 
 Anti-virabac from Pegasus; 
 Colds and Flu from Pegasus; and 
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 Immune Defence from Pegasus. 
 
Oscillococcinum® was the product with the highest sales numbers in this category.  
 
As previously mentioned, Oscillococcinum® is used for the treatment and prevention of 
flu-like symptoms. Research surrounding the efficacy of Oscillococcinum® is limited. A 
systematic review found that Oscillococcinum® reduces the severity and duration of flu 
symptoms (Ulbricht et al., 2011). A controlled observational study by Colombo et al. 
(2018) investigated the effects of Oscillococcinum® in the prevention of URTIs. The 
results showed that Oscillococcinum® has preventative effects in the development of 
URTIs and that fewer episodes were experienced by the participants. Mathie et al. (2015) 
performed a systematic review of randomised, placebo-controlled trials of 
Oscillococcinum® and concluded that there is evidence to suggest positive effects of 
Oscillococcinum® in the treatment and prevention of influenza, although further 
investigation is needed before any definitive conclusions can be drawn. 
 
Another well-known and well-advertised remedy is Echinaforce, which is available in 
drops, tablets and as a spray. It is a herbal product which is used to prevent and treat 
colds, flu and upper respiratory tract infections as well as offering immune support (A. 
Vogel, 2020). It is amongst one of the most widely researched Echinacea remedies 
worldwide. Many studies show it has anti-viral, anti-bacterial and anti-inflammatory 
properties, all which contribute to its efficacy in treatment and prevention of colds and flu 
(Ross, 2016; Signer et al.2020; Schapowal, 2013; Sharma et al. 2010) 
 
5.5.7 Mom and baby 
In reference to Table 4.5, the mom and baby category saw a total of 82 remedies sold. 
The selected retail chain health store stocks five different types of products in this 
category. These include: 
 Homeopathic Gripe Water® from Colic Calm®; 
 Viburcol® from Heel®; 
 Alfalfa Tonic from Natura®; 
 Teething, Pain, Fever Complex from Pegasus; and 




The top selling product in this category was Schlehen Elixir from Vitaforce. Table 4.4 
shows 28 units were sold within the one-year period.  
 
A narrative study was done in 2016 which aimed to gain insight into women’s experience 
with the use of CM in pregnancy. A total of 14 women were interviewed who had used a 
form of CM during both pregnancy and childbirth. The results showed that the women 
subjectively had positive experiences through the use of CM, as well as mental and 
emotional changes that lead them to feeling in control of their childbirth experience 
(Mitchell, 2016). 
 
A global study was performed which looked at the usage and attitudes towards natural 
remedies and homeopathy in general paediatrics. The results showed that, with some 
exceptions, most countries around the world have a growing interest towards the use of 
CM in paediatric patients. This could be associated with the fact that many people believe 
it to have fewer side effects than conventional medicine, combined with increased data 
on its efficacy (Salatino et al., 2016). A study done in Germany showed that homeopathy 
is the most frequently used form of CM in paediatric oncology in Germany (Längler et al., 
2011).  
 
As mentioned above, Pegasus also has a Maternity/Labour Kit available for purchase. A 
study was done to examine the scientific evidence of the use of CMs to stimulate labour. 
The results showed that CM use for induction of labour is based on traditional knowledge 
as opposed to scientific evidence. More research is needed to establish the efficacy and 
safety of CMs during childbirth however many participants of the study reported they 
found the use of homeopathic remedies helpful during their experience (Hall et al., 2012). 
 
5.5.8 Musculoskeletal (MSK) 
As shown in Table 4.5, the MSK category had a total of 246 remedies sold within the one-
year period. The selected retail chain health store stocks eight different products which 
fall into this category. These include: 
 Traumeel S® from Heel®; 
 Zeel T® from Heel®; 
 Arnica D6 from Natura®; 
 Arnica Plus from Natura®; 
 Injura from Natura®; 
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 Anti-spasm from Pegasus; 
 Injury from Pegasus; and 
 Arnica from Vitaforce. 
 
According to the results in Table 4.4, the most popular product sold was Traumeel S®, 
which sold 140 units.  
 
There are several studies that have evaluated the efficacy of Traumeel S® in the 
treatment of a variety of MSK conditions. A case-study was performed which determined 
the effects of Traumeel S® epidural injections as an alternative to corticosteroids. The 
study assessed five patients with chronic lower back pain and found that in all cases, the 
participants reported that their pain levels had been reduced by approximately 50% after 
the use of Traumeel S® (Ehlert and Majjhoo, 2019).    
 
A comparative study was done which evaluated the analgesic and anti-inflammatory 
effects of Traumeel® and ibuprofen after periodontal flap surgery. The results showed 
that Traumeel® proved highly effective in postsurgical pain relief. The participants also 
experienced no adverse effects and tissue response was better than that of those who 
had been given ibuprofen (Das et al., 2019). 
 
A double-blind, randomized, placebo-controlled clinical trial was performed to determine 
the effects of Traumeel® on exercise induced muscle damage. The results showed 
Traumeel® limited muscle damage which most likely occurred via weakening of innate 
and adaptive immune responses (Muders et al., 2016). 
 
5.5.9 Neurological  
As shown in Table 4.5, the neurological category had a total of 317 remedies sold within 
the one-year period. The selected retail chain health store stocks 12 different products in 
this category. These include: 
 Sedative PC from Boiron®;  
 Nervoheel® from Heel®; 
 Neurexan® from Heel®; 
 Vertigoheel® from Heel®; 
 No-Jet-Lag® from Ivodent; 
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 Rescue from Natura®; 
 Nervuton 1 from Natura®; 
 Nervuton 2 from Natura®;  
 Calming from Pegasus;  
 Migraine from Pegasus; 
 Sleep from Pegasus; and  
 Trauma, Rescue, Shock Complex from Pegasus.  
 
The top selling product in this category was the Rescue remedy from Natura®.  
 
A study done by Fortes Salles and Da Silva (2012) tested the effects of Rescue in people 
suffering from anxiety. The results showed that the participants were calmer and more 
patient in stressful situations, had improved sleeping patterns, as well as decreased 
headaches and muscle pain; overall they reported a decrease in anxiety levels. Many 
more similar studies have been done showing the efficacy of Rescue remedy to decrease 
levels of anxiety and stress (Balaji Deekshitulu, 2014; Dixit and Jasani, 2020; Whalley 
and Hyland, 2012). 
 
A systematic review was conducted to investigate the efficacy of homeopathy in mental 
health cases. In this review, 83 studies were screened, although only six matched the 
inclusion criteria of the study. The results showed that homeopathy may have beneficial 
effects in mental health disorders, showing positive benefits in the treatment of 
depression, anxiety disorder, mood disorder, psychotic disorder, obsessive compulsive 
disorder and sleep disorder. However, the authors concluded that research on this topic 
is limited and further investigations need to be conducted (Tiwari and Tyagi, 2019).  
 
5.5.10 Respiratory tract 
Table 4.5 shows the respiratory category sold a total of 126 units. The selected retail 
chain health store stocks four different products which fall into this category. These 
include: 
 Stodal® from Boiron®; 
 Nectadyn C from Heel®; 
 Anti-tobacco from Natura®; and 




The top selling product in this category was Nectadyn from Heel®, which sold 18 units. 
 
A study by Shen an Oraka (2012) was done to estimate the prevalence of use of CMs 
among children with asthma. The results showed that children with poorly controlled 
asthma were more likely to use CMs. Other common factors influencing this choice 
included cost limitations linked to conventional treatment (Shen and Oraka, 2012). 
 
A prospective, observational, multicentre study was done to show the impact of 
homeopathic medicine on URTIs in patients with chronic obstructive pulmonary disease 
(COPD). COPD is a chronic progressive disease where the patient experiences airway 
obstruction and includes chronic bronchitis and emphysema. URTIs can exacerbate 
COPD and be potentially life threatening. The results showed that the use of homeopathic 
medicines during the influenza season may be beneficial to reduce the frequency and 
duration of URTIs and thereby reduce COPD exacerbations (Conde Diez et al., 2019). 
 
5.5.11 Skin 
In reference to Table 4.5, the skin category had a total of 127 remedies sold. The selected 
retail chain health store stocks seven different products in this category. These include: 
 Homeoplasmine® from Boiron®; 
 All Heal Plus from Natura®; 
 Calendula Plus from Natura®; 
 Pigment from Natura®; 
 Thuja from Natura®; 
 Boils and abscesses from Natura®; and 
 Itch Relief from Similasan®. 
 
The top selling product in this category was Homeoplasmine® from Boiron®, with 54 units 
sold within the one-year period. 
 
An observational longitudinal study done by Rossi et al. (2012) observed the effects of 
homeopathic therapy in paediatric atopic diseases, amongst which was atopic dermatitis. 
The results showed that after an eight-year follow-up, 70% of the participants who had 




A case study was done which involved the treatment of a chronic depigmenting skin 
disease with the use of homeopathic remedy Mercurius solubilis. The results showed that 
within three months the condition had cleared. The participant experienced a 
reoccurrence of the condition, however was ultimately cured after the use of the 
homeopathic remedy (Cook, 2016). 
  
5.5.12 Urinary tract  
As shown in Table 4.5, the urinary tract category had a total of 27 remedies sold within 
the one-year period. The selected retail chain health store stocks three different products 
which fall into this category. These include: 
 Nieren from Natura®; 
 Urina from Natura®; and 
 Cystitis from Pegasus. 
 
The top selling product in this category was Nieren from Natura®, with 15 units sold.  
 
A prospective study was done to gain insight into the usefulness of classical homeopathy 
for the prophylaxis of recurrent urinary tract infections in individuals with chronic 
neurogenic lower urinary tract dysfunction. The participants were treated with a standard 
prophylaxis or in combination with homeopathic treatment. The results showed a 
significant decline in urinary tract infections with the use of adjunctive homeopathic 
treatment (Pannek et al., 2018). 
 
5.5.13 Bluebox Kit™ 
The category with the least number of sales was the Bluebox Kit™ from Pegasus. Tables 
4.4 and 4.5 show that eight units were sold for July 2018- June 2019. Reasoning for the 
low sales may be related to individuals looking to purchase only the specific products they 
require as opposed to the entire kit. When looking at the sales of the individual products 
within the Pegasus range, the sales numbers are high and many of the products are 
within the higher numbers of units sold. 
 
When reviewing the sales of products per category, it is evident that certain systems seem 
to show fairly steady sales, e.g. skin, MSK, circulation, digestion, mom and baby, and 
urinary tract. This may be attributed to the fact that these conditions are not particularly 
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affected by the season. Other categories however, show peaks and dips in sales 
throughout the year, such as allergies, EENT, immune boosting and respiratory. This is 
likely due to the fact these conditions in these categories are likely to be more prevalent 
in specific seasons. 
 
5.6 Seasonal analysis 
When looking at the monthly sales, it is evident there are rises and declines attributed to 
the seasonal changes that occur throughout the year. In South Africa, the four seasons 
occur over the year as follows: 
 Summer- December, January, February 
 Autumn- March, April, May 
 Winter- June, July, August 
 Spring- September, October, November 
 
The highest number of remedies sold per season was in autumn, with a total of 692 units 
sold. When looking at the total number of remedies sold per category during each season, 
the highest number of remedies sold was from the EENT category during the winter 
months and the immune boosting category during the autumn season. Both categories 
sold a total of 166 units each. 
  
In South Africa, May falls in the autumn season and is the last month of autumn before 
winter starts. Illnesses such as the common cold and influenza exhibit strong seasonal 
patterns and commonly occur during the autumn and winter months, specifically when 
the change of temperature first occurs. Therefore, people would aim to boost their 
immune systems over this time in order to avoid contracting infections (Huang et al., 
2017). In order to boost immunity, individuals commonly opt for supplementation in the 
form of vitamins and minerals such as vitamin C and zinc. Herbal extracts have become 
a popular alternative as they contain phytochemicals which have a beneficial effect on 
the immune system (Da Silva-Esclana, 2012).  
 
Evidence suggests that homeopathic usage may be highly effective for the treatment of 
colds and flu. A randomized controlled trial was conducted to determine the effects of 
homeopathic medicines in the treatment and prevention of acute URTIs in children. The 
participants were divided into three groups: Homeopathic Complex, InfluBio (a 
homeopathic preparation of influenza virus) or placebo. The number of episodes of URTIs 
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were evaluated for one-year. The results showed that 30.5% of the placebo group 
experienced three or more flu or acute URTIs, one episode was experienced in the 
InfluBio group and no episodes were experienced in the Homeopathic Complex group 
(Siqueria et al., 2016).  
 
A survey conducted by Ireland-Coester (2017) regarding the opinions and perceptions of 
complementary medicine users in health shops showed that the majority of the 
participants used complementary medicine as a preventative measure to illness rather 
than a curative one. Similar results can be seen in studies conducted by du Plessis (2013) 
and Snyman (2014). This indicates a trend that CM users opt to utilise them for 
prophylactic treatment first, followed by treatment of specific conditions (du Plessis, 2013; 
Ireland-Coester, 2017; Snyman, 2014).  
 
When looking at the results, the total number of remedies sold in September 2018, which 
is the start of the spring season, was 207 units. When looking at the total annual sales 
per season, spring had the 3rd highest total, which was 556 units sold. 
 
It may be expected to see an additional rise in remedy sales in the months of the spring 
season, as there is an increase in the level of pollens and other environmental allergens 
in the air during these times (Schmidt, 2016). This may also indicate why the EENT and 
allergy categories would be amongst the top selling categories, due to the association 
with common symptoms that occur during spring.  
 
Millions of people worldwide experience seasonal allergies, with an estimated 10-30% of 
the global population experiencing allergic rhinitis (García-Mozo et al., 2010). According 
to the World Allergy Organization, there is a surge in the number of allergy cases, 
including asthma, specifically in societies which have become more affluent and 
urbanised. This is due to a combination of increased indoor and outdoor pollution as well 
as decreased biodiversity (WAO, 2013). Studies have shown that other environmental 
factors, such as dietary habits and increased hygiene, have also contributed to the 
prevalence. Limited exposure to certain allergens and pathogens in early childhood leads 
to altered immune system development, increasing one’s risk for developing allergic 




In summary, previous studies have shown that consumer buying behaviours are largely 
influenced by cultural, social, personal and psychological factors. In relation to this study, 
it is evident that sales of proprietary homeopathic remedies are largely related to store 
location and seasonal changes. Steady sales are seen throughout the year, with rises 
and declines over the different months and seasons. Certain ailments/ conditions occur 
in relation to seasonal changes, which drive sales of specific products depending on the 
nature of the condition. Conditions not affected by the seasons show steadier sales 
throughout the year. Some brands show significantly more sales than others which can 
be attributed to brand loyalty, satisfaction, outside recommendations and marketing.  
 
5.7 Limitations 
Limitations of this study include the following: 
 The results are only applicable to one specific retail chain, and those branches 
located in the Johannesburg area. Proprietary homeopathic remedies are sold 
within other health stores as well as numerous pharmacies, therefore the findings 
may not be generalisable or transferable for all health stores in South Africa. 
 The results are limited to in-store sales only, and did not include the online 
purchases. Online shopping has become more popular in recent years, therefore 
these sales figures may not reflect the true picture of the number of homeopathic 
remedies sold in the one-year time period. 
 The stores included in this study are located in middle to upper income areas and 
therefore the results may pertain to a specific demographic and may not be 
generalizable or transferable to other socio-demographic groups. 
 The study analysed the sales trends of proprietary homeopathic remedies, and do 
not evaluate other CM products such as herbal medicine and health supplements. 
For this reason, it is unknown how sales of homeopathic remedies compare to 
other CM products in these stores. 
 The results are limited to the brands of proprietary homeopathic remedies, as well 
as the selected products within their range, sold within the chosen retail chain 
stores. Other health sores and some pharmacies may sell other brands and 
products. In consequence, this does not give a true representation of proprietary 
homeopathic medicine purchasing. 
 Due to the exploratory nature of this study, no statistical analyses have been done 
correlating seasonal, health category or geographic factors on sales. Statistical 
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analyses will help to provide a more accurate analysis on current data as well as 






CONCLUSION AND RECOMMENDATIONS 
 
6.1 Conclusion 
This study aimed to explore trends in consumer buying behaviour of proprietary 
homeopathic medicines from a retail chain in Johannesburg by means of collecting 
quantitative data. The study looked at the trends in sales of proprietary homeopathic 
medicines throughout a one-year period, to identify the impact of seasonal factors and 
geographical location on annual and monthly sales, identify types of conditions being 
treated and investigate brand and product popularity. 
 
The results showed that the total number of sales from all the branches of the selected 
retail chain across Johannesburg was 2480 units sold. The branch with the highest annual 
sales of homeopathic remedies was Village View, located in Bedfordview, which had a 
total of 619 units sold. The branch with the least number of sales was Benmore Gardens, 
which is located in Sandton, with a total of 307 units sold.  
 
The monthly sales showed that the highest number of homeopathic remedies sold were 
in May 2019, which was 331 units. The lowest was in December 2018 with 147 units sold. 
When looking at the monthly sales per branch, Village View had the highest total in June 
2019 with 81 units sold. The lowest was in January 2019 from Parktown, and February 
2019 from Benmore, which both had a total of 16 units sold. The 16 units made up 9% of 
Parktown’s total monthly sales and 8.2% of Benmore’s total.  
 
Boiron® was the brand with the highest number of units sold, with a total of 649 units and 
the most popular product sold was Oscillicoccinum®. The highest brand per branch 
however was Pegasus from Village View. The category within which the highest number 
of remedies was sold was EENT, with a total of 557 units.  
 
Seasonal analysis showed autumn was the season with the highest sales numbers with 
a total of 692 units sold. The number of remedies sold per category during each season 
showed 166 units sold in both the EENT category during the winter months and immune 




There are many factors that influence consumer buying behaviours namely cultural, 
social, personal and psychological factors. These will drive the needs or wants of the 
consumer towards the purchase of products. The trends in sales of proprietary 
homeopathic remedies from retail chain health stores in Johannesburg show that sales 
of off-the-shelf homeopathic medicines vary according to geographic location of the 
branch, month of the year, season and health system category. Rises and declines in 
sales of certain products can be linked to  seasonal changes which occur over specific 
months of the year and with them come different conditions which affect certain body 
systems. The different conditions will be the determining factor for which products the 
consumer will require. It is evident that certain brands have significantly higher sales 
numbers in comparison to others where brand loyalty, satisfaction, marketing and 
recommendations may all play a large role. Location and knowledge of the location of the 
stores as well as staff knowledge and promotion of products may influence the sales 





Should further studies be done surrounding the subject of trends in buying behaviour of 
consumers of proprietary homeopathic medicines from a retail chain, the following 
recommendations are advised: 
 Investigate the sales trends at other retail chains, health stores and pharmacies in 
order to get a broader view of all proprietary homeopathic medicine sales in the 
country  
 Include data from online stores due to their growing popularity  
 Compare sales trends of homeopathic products to other CMs on the market 
 Conduct statistical analysis in order to determine the correlation between 
geographical and seasonal factors as well as health categories with sales, allowing 
future comparative and predictive studies to be done 
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My name is Elektra Papacostas, I am conducting a research study which is a requirement 
for a Master’s Degree in Homoeopathy through the University of Johannesburg. 
 
The objective of the study is to explore the trends in buying behaviour of consumers who 
purchase over-the-counter homeopathic medicines from health shops. The study will look 
at data over a one-year period to explore what remedies are sold when in relation to 
common events throughout the year and compare the sales between the different areas 
where the stores are located. This will help gain insight into the buying behaviour of 
consumers of these products in the Johannesburg market. 
 
A possible outcome of the study is that it will allow health shops to receive insight into 
how to manage stock/inventory as well as how to direct their product marketing strategies. 
It may also benefit homeopathic practitioners to gain better understanding of the needs 
of the population and what their main health concerns are. 
 
I would like to kindly request access to the data concerning the sales numbers from 
branches located across Johannesburg (Benmore Gardens, Clearwater Mall, Kylalami 
Corner, Morningside Shopping Centre, Parktown Quarter, Thrupps Illovo Centre, and 




Confidentiality of the data will be kept private between and the researcher as the data 
capturing will be done in a private room where no risks are anticipated. Monetary values 
of the sales will be omitted from the study and number of units sold will be represented 
instead. “” will be anonymised in the write up as to avoid unethical bias and comparisons 
from customers and competitors. The data will be kept on a password protected 
computer. The raw data will be destroyed once captured so to avoid competitors having 
access to the sales data. If you wish to access the results please request them from me.  
 
I would like to take this opportunity to thank you for consenting to my request to access 
your database for this research study.   
If you have any queries about this research study, its procedures or risks and benefits, 
please feel free to contact me. My contact details are:  
Elektra Papacostas 0722713488  
elektrapapacostas@gmail.com 
 
You may also contact my research supervisor: 
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